Volume CXVIIE Number 4 


SEPTEMBER 21, 1940 


EVERIT B. TERHUNE, 
President 


Vice-Presidents 
ARTHUR D. ANDERSON 
H. WALTER SCOTT 
BERNARD C. BOWEN 
HUGH M. BOWEN 
GORDON SCOTT 


EDITORIAL STAFF 
ARTHUR D. ANDERSON, Editor 


RAYMOND L. FITZGERALD 
Managing Editor 


JOHN J. REILLY 
Art Director and Promotion Manager 


OWEN A. THOMAS, Associate Editor 
140 Federal Street, Boston, Mass. 


HARRY R. TERHUNE, Field Editor 
201 Oceano Drive, Los Angeles, Calif. 


ELEANOR M. RUTLEDGE 
Fashion Editor 


RUTH HARRINGTON, Fashion Consultant 


HERBERT B. GOODRIDGE 
Make-Up Editor 


RAYMOND H. GOODRIDGE, News Editor 
JOHN F. W. ANDERSON, Research Editor 
L. W. MOFFETT, Washington Editor 


JAMES G. ELLIS, Associate 
1061 National Press Bldg., Washington, D. C. 


Editorial and Executive Offices 
1 East 42nd Stree 
New York, N. Y., U.S.A. 


Publication Office 
Chestnut and 56th Sts.,Philadelphia,Pa.,U.S.A. 

















Owned and Published by 


CHILTON COMPANY 
Incorporated 


Chestnut and 56th Sts.,Philadelphia,Pa.,U.S.A. 
100 East 42nd St., New York, N. Y., U.S.A. 


OFFICERS AND DIRECTORS 
Cc. A. MUSSELMAN, President 


JOS. S. HILDRETH, Vice-President 
GEORGE H. GRIFFITHS, Vice-President 
EVERIT B. TERHUNE, Vice-President 
J. H. VAN DEVENTER, Vice-President 





.. seine i 


Voice of the Trade 

The Mantle Falls on the American Designer 
Defense Program to Give Buying Impetus 
Design Protection Essential to Combat Piracy 
Optimistic Note Sounded at Women’s Meeting 
Stormy Weather Ahead 

The Editor’s Outlook 

Practical Pointers on How to Sell 

O.P.1. (Other People’s Ideas) 

Urge Drive to Lift Men’s Sales 

Shoe News 


Copyright 1940 by Chilton Company (incorporated) 











Cc. 8S. BAUR, Vice-President 
WILLIAM A. BARBER, Treasurer 
JOHN BLAIR MOFFETT, Secretary 
JULIAN CHASE 
THOMAS L. KANE 
G. C. BUZBY 
P. M. FAHRENDORF 
HARRY V. DUFFY 
CHARLES J. HEALE 











ADVERTISING STAFF—=———————— 


GORDON SCOTT, E. P. LING- 
HAM, DONALD R. MacAR . 
140 Federal St., Boston, Mass. 
Telephone: Liberty 4460. 


E. B. TERHUNE, JR., 100 East 
42nd St., New York, N. Y. Tele- 
phone: Murray Hill 5-8600. 


B. C. BOWEN, 209 S. State St., 


ae SCOTT, Chestnut 
catenee, Til. Telephone: Wabash = Alem SCO Chsstags & 


56th Sts., Philadelphia, Pa. Tele- 
phone: Sherwood 1424. 


HARRY R. TERHUNE, 201 Oceano 
Drive, Los Angeles, Calif. Tele- 
phone: W.L.A. 36270. 


HUGH M. BOWEN, 1627 Locust 
St., St. Louis, Mo. Telephone: 
Garfield 3347. 


Member, Audit Bureau of Circulations, Associated Business 

Papers. Published every Saturday. Yearly Subscription Price: 

United States and Possessions, Mexico and Cuba, $3.00; Canada, 
$3. Foreign, $10.00. Single copy 25 cents. 























BOOT AND SHOE RECORDER « « « 


VO 
ze 


*¢#PRECIOUS time can be saved by 


using airmail,” writes Ralph Hinch- 
liff, president of the Burson Knit- 


ting Company in Rockford, Ill. And 
our compliments to him not only for 
the speed of his letters but the ever- 


insistent pressure of them. In this 





world of letters we all live in, it is 
a pleasure to get one that sparkles 
with personality; and which also 
encloses four extra flimsy copies to 
be sent in four directions. It shows 
the writer though the thing through. 
Furthermore, the best substitute tor 
personal contact is a letter that has 
a feeling of sincerity, continuing in- 
terest and the inevitable urge of mu- 
tual profit to come through the cor- 
respondence. 

So we share our enthusiasm for a 
good business letter writer and pass 
the tip along. Many an organiza- 
tion seems to be “hustle on wheels” 
when it comes to making the sale 
and then “run of the mill” dullness 
of service when it comes to complet- 


ing the other contacts so necessary 
to keep vital the flame of interest. 

We have also sensed a rank dis- 
courtesy on the part of lots of organ- 
izations who have the habit of slid- 
ing the correspondence into the 
waste basket, without acknowledg- 
ment. One never knows the mistakes 
that pile up in an organization that 
takes its correspondence for granted 
and its acknowledgments for trivial 
irritations. 

o * a 

PAUL N. STEPHENSON of Ste- 
phenson’s, Augusta, Kansas, says: 

“We should have thought that 
your editorial in the Boor ANnp 
SHoe ReEcorRDER under date of July 








13th would have evoked a congratu- 
latory storm of comment from small 
retailers all over the country, that 
would have required the services of 
the New York Street Cleaning De- 
partment to clean up. 

“There may have been some fav- 
orable comments, but to date there 
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has been no mention of them. Fear 
ing that your remarks may have 
gone unheralded and unsung, we 
want to assure you that we both 
read and appreciated your editorial. 
A sharper realization of the truth of 
your remarks not only by the manu- 
facturer, but also by the small re- 
tailer himself is needed if the cause 








of small business is to be advanced. 

“We are one of those ‘small oper- 
ators’ you mention, conducting a 
small business in a small town. Par- 
enthetically, we have three of these 
stores in three different towns, so 
by stretching your imagination to 
the breaking point, we might be 
considered a chain, but we don’t 
operate as a chain. 35 per cent to 
40 per cent of our volume is in our 
shoe department, so naturally we 
nurture it carefully. 

“In men’s dress oxfords, we have 
been forced to play the $2.98 price 
bracket, but how can we make this 
bracket pay when we have to dig 
up $2.10, $2.15 and $2.25 per unit? 
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If we pay less we can't look our 
customer in the eye when we wrap 
up his purchase. And if we price 
our shoes at $3.50, we don’t sell 
them, or if we do, 75 per cent of the 
customers to whom we sell them feel 
that we have gigged them for an 
extra half-dollar. Why? Because 
they can buy from any of the syndi- 
cates a good shoe for $2.98, and we 
mean by a good shoe one that is 
just as well-styled, and just as good 
quality as the shoe we sell them 
profitably at $3.50 or unprofitably 
at $2.98. It has been our experience 
that $2.98 is just as rigid a resale 
price to the mass market as $5.00 to 
the medium class market. 

“It should be evident to anyone 
who can count up to twenty without 
taking off his shoes and socks that 
the chains pay only $1.65-$1.75 for 
the same quality shoe that is of- 
fered to us at $2.10-$2.25. We con- 
tend that this is too big a spread 
between them and us, unjustified in 
the light of any economic considera- 
tion. We pay our bills promptly in 
the same kind of money the chains 
use. Give us these shoes at $1.85 
of even $1.90, let us sell them prof.- 
itably at $2.98, thus fulfilling ovr 
economic position which is simply 
to make a fair and legitimate profit 
on merchandise which gives our 
customers their money’s worth. 


“More than 50 per cent of the 
shoe volume in this country is now 
being done by chains. Do the shoe 
manufacturers want to wind up with 
only six or eight customers to sell 
to? If the present tendency in this 
direction continues, that is exactly 
where they will wind up. Perhays 
that’s what they want; if so, they 
couldn’t select a better way to elim- 
inate the ‘small man.’ 

“As for us, we're retiring from 
the $2.98 field, our head bloody but 
unbowed, leaving the big operator 
in full possession. Even a billy goat 
doesn’t butt his head against a stone 


wall forever.” 
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—This from Macaulay, famous Eng- 
lish historian and statesman of the 
early nineteenth century: 

“Of all inventions, the alphabet and 
the printing press alone excepted, those 
inventions which abridge distances have 
done most for the civilization of our 
species. 

“Every improvement of the means of 
locomotion benefits mankind morally 
and intellectually as well as materially.” 

—I wonder... 

—I wonder—when | think of blitz- 
krieg bombers, submarines, speedy 
destroyers and such like—just how 
much these improved means of 
locomotion are benefiting man- 
kind morally and intellectually. 

—I| doubt if Macaulay, even with his 
brilliant and clairvoyant mind, 
could have envisioned these highly 
mechanized instruments of de- 
struction. 

—Yet we poor shoe mortals, striving 
for something cheerful to cling to, 
can adapt Macaulay's thoughts to 
read: “Every improvement in shoes 
benefits mankind morally and in- 
tellectually as well as materially." 


A 


President 





(Here’s the nugget from Editorial 
July 13, 1940.) 


“My pet peeve has been the fact that 
we write laws like the Robinson-Patman 
Act and then proceed to ‘dead-letter’ 
them. If the principle of democracy has 
got to be rekindled, it might be well to 
put some life in the Robinson-Patman 
Act; and being merchant-minded (as we 
are), we might start with a little thing 
that will hearten and encourage little 
men, in little businesses, to do their best. 

“We would like to see a real democracy 
of price, such as the Robinson-Patman 
Act intended. We would like to see the 
little man get his goods at a price nearcr 
to that now paid by the big man. We 
are not so economically dumb that we 
can’t acknowledge the practical side of a 
discount for volume, but in too many 
cases it’s a discount for class. If a man 
is labeled ‘independent’ why should he 
have to pay so much more than the chain 


or department store, when oftentimes the 
size of his shipment is as great as that 
sent to an individual unit of the chain’ 
In fact, we have seen cases where the in 
dependent paid more than the chain, but 
lost out because of his categorical classi- 
fication. Not every big operator, s»-called, 
is a big orderer of goods or a prompt 
payer. 

“(This can be said for named lines, 
they not only have one price to the con 
sumer, but one price to the merchant as 


well.)” 
* * oo 


*°@N LIBERTY,” an essay written 
more than eighty years ago by John 
Stuart Mill is timely reprinted here: 


“A people may prefer a free govern- 
ment, but if, from indolence, or careless 
ness, or cowardice, or want of public 
spirit, they are unequal to the exertions 
necessary for preserving it; if they will 
not fight for it when it is directly at- 
tacked; if they can be deluded by the 
artifices used to cheat them out of it; 
if by momentary discouragement, or tem- 
porary panic, or a fit of enthusiasm for 
an individual, they can be induced to 
lay their liberties at the feet even of a 
great man, or trust him with powers 
which enable him to subvert their insti- 
tutions; in all these cases they are more 
or less unfit for liberty; and though it 
may be for their good to have had it 
even for a short time, they are unlikely 
long to enjoy it.” 


You might paraphrase it by: “A 
merchant may prefer a free system 
of distribution of goods, etc.” 





S*(ONTRARY to all pre-Fall fash- 
ion predictions, blue shoes are sell- 
ing pair for pair with blacks,” finds 
Russel B. Williams, who operates a 
smart shoe establishment in San 
Diego, Cal. This heavy early Fall 
demand for blues was somewhat an- 
ticipated by Williams but leaves 
him with this criticism: 

“It seems that nearly all in-stock 
departments of factories catering to 
the fashion trade predicate their 
stocks on what a few Eastern cities’ 
probable demand may be, and not 
on what the country at large re- 
quires. Consequently, our resources 
are extra heavy on the blacks, with 
practically no reserves of the always- 
wanted colors. This condition exists 
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season after season. Checking with 
buyers in other parts of the state 
reveals a similar experience in their 
stores. Practically the same condi- 
tion is happening in the open toe 
field. This Fall open toes are selling 
just about one hundred per cent, it 
being almost impossible to interest 
any woman in closed toes, with the 
exception of a very few patterns.” 











BB. E. EDSCOM, manager of the 
Concentration Division of the Fried- 
man-Shelby Branch of International 
Shoe Company, St. Louis, at the an- 
nual convention of the National In- 
dustrial Stores, said: 

“The changing trend of style 
shoes has made the women’s depart- 
ment the barometer of results in all 
departments. Just as the shoe de- 
partment is the yardstick of the 
store, so women’s shoes are the 
yardstick of the shoe department. 

“Has the average American re- 
tailer learned how to buy and sell 
style shoes? I’m sorry to say he has 
not. It is true that he has brought 
great presure to bear on the manu- 
facturer for faster and ever faster 
shoes. Yet today’s fast shoes, and 
yesterday’s have been too fast for 
him. He has begged for hot shoes 
and has been badly burned by them. 

“The conclusion is obvious. There 
is no middle ground in the handling 
of style shoes. There is no such 
thing as an average job. If you un- 
derstand today’s game you do a 
good job. If you don’t, the accumu- 
lations of one season add to the ac- 
cumulations of the previous season, 
and final results are universally 
bad.” 


* * * 


THE Customer Adjustment Bu- 
reau of the New England Shoe and 
Leather Association recently com- 
pleted a survey of the extent of can- 
‘cellations and returns of new and 
worn shoes received by its members, 
with very interesting results. Com- 


plete reports were received from 28 
members of the Bureau who sold 
over 20 million pairs of shoes at a 
gross volume of over $33,000,000 
and their average cancellation and 
returns percentage was 2.6 per cent 
of sales. Eighteen of these reports 
were from manufacturers of wo- 
men’s novelty footwear selling to 
the volume trade and the average 
returns for this group was 2.9 per 
cent on gross sales of almost $25,- 
000,000, during 1939. 

Maxwell Field, Executive Secre- 
tary of the New England Shoe and 
Leather Association and Manager 
of the Customer Adjustment Bu- 
reau, states that the percentages of 
cancellations and returns to sales 
varied from 1.4 per cent to 9.9 per 
cent for each member, with many 
percentage of 3-5 per cent reported. 
The majority of members reported 
that three-fourths of their returns 
were unjustified and that majority 
of their returns were worn shoes. 
The principal reasons given by buy- 

















ers for returns and cancellations 
were, in this order: Late delivery; 
defect in manufacture; damaged 
shoes; wrong material or color; not 
like sample. 


we * - 


BRENRY W. COOK, of the A. E. 
Nettleton Company, in the Syracuse 
Herald-Journal, says: 

“Workmen are busy these days 
installing new machinery, tuning up 
old equipment and streamlining the 
entire factory on an up-to-the-min- 
nte production basis. The general 
‘speedup’ is set for early Fall. 

In order to supply wider markets. 
Mr. Cook said, “it was decided to 
enter a lower price field, while re- 
taining the essential Nettleton char- 
acteristics of careful workmanship 
and distinctive styles. 

The step is the second radical 
change in Nettleton policy recently. 
Last year, for the first time in the 
firm’s history, manufacture of shoes 
for women was started, 


“Don't | get a scout knife too?” 





CARMEL SNOW 


Editor of Harper’s Bazaar, who brought to the Style 
Conference a fascinating story of colors for the com- 


ing as ped by American fashion origi- 
nators. She gave a visual presentation of distinctive 
new colors in actual costumes. 





HISTORY was in the making when the Style Confer- 
ence sponsored by the National Shoe Retailers Associa- 
tion and held in conjunction with the opening of Ameri- 
can leather for Spring by the Tanners’ Council of 
America, opened its semi-annual session, Monday, Sept. 
16, at 10 A.M. in the Starlight Roof of the Waldorf- 
Astoria Hotel in New York. L. E. Langston, executive 
vice-president of the N.S.R.A., presided as chairman and 
introduced Carl Burgstahler, president of the N.S.R.A.., 
who officially welcomed the large gathering of tanners, 
retailers and manufacturers. Mr. Burgstahler spoke 
briefly on the challenge presented to American industry 
by the present world crisis and sounded the keynote of 
the meeting by calling attention to the fact that this was 
the first important national style conference of any in- 
dustry since the European War had changed the whole 
map of fashion. Merrill A. Watson, executive vice- 
president of the Tanners’ Council of America, then dealt 
with the economic aspects of the situation, sounding a 
note of encouragement to American business, and to 
the shoe business in particular. 
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THE 


MANTLE FALLS 


The remainder of the morning’s program was devoted 
tc the general subject “America’s New Importance as 
the World’s Fashion Center.” Miss Virginia Pope, 
Fashion Editor of the New York Times; Miss Renee 
Montague, New York designer; George Miller, presi- 
dent of I. Miller & Sons, Inc., and Mrs. Carmel Snow, 
Editor of Harper’s Bazaar, presented the four points of 
view of fashion reporter, designer, shoe manufacturer 
and fashion editor. 

Miss Pope’s address, from the opening to the last sen- 
tence, was filled with enthusiasm for the work of the 
American designer what he, or she, has already accom- 
plished and what lies ahead in further progress and 
achievement. She said, in part: 

“These are exciting days. Never in my experience as 
fashion editor of the New York Times have I known 
such exhilaration. The fashion world of America has 
awakened. It has come into its own. There has been 
no sign of faltering because Paris was not there to set 
the pace. In every field that I touch in the course of my 
daily rounds, I find designers as busy as beavers. These 
designers are setting off on a voyage of discovery. They 
are exploring the treasures of America. Themes pro- 
vided by the history and background of this country are 
finding their way into design. Colors are being named 
for the mountains, lakes and deserts of the dramatic 
West. Our museums are being combed for inspiration 
. .. the questions have been put: “Won’t the creators go 
too far afield? Will there be confusion in style?’ 

“To answer those queries one must turn to Paris and 
the couture. There were many scintillating minds at 
work in that constellation of stars, each completely in- 
dividualistic and having no regard for what others were 
doing. Yet out of all of the collections there always 
emerged a logical uniformity of style. Just so the 
leaders in America will develop trends that will be 
natural expression of our style requirements. Recent 
months have provided us with eloquent examples of 
what can and will be done in America.” 

Miss Pope then discussed the showings of American 
designed millinery, of the dress and suit houses and. 
finally, of six members of the Uptown Retail Guild- 
Jay Thorpe, Bonwit Teller, Hattie Carnegie, Sally Mil 
grim, Saks Fifth Avenue’s Salon Moderne and Berg 
dorf & Goodman. “I wish I could give you,” said Mis: 
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on the AMERICAN DESIGNER 


“ , . . , ” 
A merica’s New Importance as the W orld’s Fashion Center 


Occupies the Major Part of the Program at the N.S.R.A. Style 


Conference at the Waldorf Astoria, in Conjunction with the 


Semi-Annual Exhibit of American Leathers by Tanners 


Council. Authorities in Several Fields Prophesy a Brilliant 


Future for American Designers and Discuss Progress Made 


Pope, “a vivid picture of all of these openings. For 
then you would realize the importance of shoes perhaps 
even more than you do now. So many of the evening 
skirts were slit to the knee, that one cannot but feel that 
evening shoes can afford to be ever more glamorous. 
. . » One designer said to me: ‘I have never been so 
stimulated. Whereas in the past I relied upon materials 
to give beauty to my clothes, | must now tax my own 
ingenuity to create exciting details and to find thrilling 
new accessories. The new styles are going to call for 
glamor in hats and smartness in shoes.’ ” 

Miss Renee Montague, in her first year as head of her 
own designing and dressmaking establishment, was in- 
terviewed by Miss Alice Hughes of the New York Post 
and well-known fashion and syndicate writer. The inter- 
view brought out clearly the importance of cooperation 
between designer and couturier on the one hand and 
makers of fabrics, accessories, trimmings, etc., on the 
other, in the Paris fashion world, and the necessity for 
the same cooperation in this country. Miss Montague 
put herself on record as finding this ideal well on the 
way to realization in her own business experience. The 
point was also brought out that the smart woman, able 
to pay a good price for her clothes, appreciates the need 
for some inexpensive clothes in her wardrobe, just as 
she wants a Ford car in addition to her Rolls-Royce or 
Lincoln. 

George Miller spoke next and his address is reported 
elsewhere in this issue. 

The final speaker, Mrs. Carmel Snow, editor of 
Harpers Bazaar, said in part: 

“At this time of the year, I am usually just back from 
Paris. . . . Now its another year and I am not just back 
from Paris. But I am just back from the New York 
Winter fashion openings and I can tell you sincerely 


By ELEANOR RUTLEDGE 


that I think our designers have done a wonderful job. 
This American fashion world is fairly teeming with pos- 
[TURN TO PAGE 35, PLEASE | 


VIRGINIA POPE 
Fashion Editor of The New York Times who ex- 
pressed great expectations for the future of Amer- 
ican design. Miss Pope believes American design 


will bring to dress something as typically our own as 
the skyscraper in architeciure. 





MERRILL A. WATSON 


Tanners Council executive sees nation embarked on 
scale of spending that exceeds anything since 1918. 


*¢ ABOUT six months ago when blue became the official 
color of sentiment, we had occasion to remark that the 
facts did not jibe with trade reports,” said Merrill A. 
Watson, executive vice-president of the Tanners Coun- 
cil, in an address on “Shoe and Leather Conditions” at 
the opening session of the N.S.R.A. Style Conference 
at the Waldorf-Astoria, New York, on Monday. “It was 
quite true that the weather last Spring was not an ally; 
that shoes had been made generously a year ago, that 
anything could and did happen in Europe. But even 
those conditions did not justify the opinion that the shoe 
and leather industries were lost beyond redemption. We 
forgot that some reaction from the hectic months at the 
close of 1939 was inevitable. Instead of viewing this 
change in its familiar perspective of feast or famine, in- 
stead of planning business on the basis of overwhelming 
probabilities, the industry became subject to exaggerated 
uncertainty and fear. 

“It is no news to any of you,” Mr. Watson went on 
to say, “that until a few weeks ago, purchasing policies 
were based on the principle of buying as little as__pos- 
sible. Manufacturers pursued this course in meeting 
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Defense Program 


their leather requirements, shoe distributors were equally 
cautious in planning their orders. I have been told 
that ‘open to buys’ were rarer than unanimity among 
economists but that is probably an overdrawn analogy. 
During the Fall of 1939, despite all warnings here and 
elsewhere, speculative impulses were stirred by anticipa- 
tion of advancing prices. Last Spring and Summer this 
industry was also speculating, on the likelihood of dis- 
aster, on the possibility that raw material price levels 
would continuously decline. And as might be expected, 
the speculation on either extreme failed to pay business 


dividends. 


** APPARENTLY the trade ignored certain vital facts. 
Our business ultimately stems from the state of purchas- 
ing power, from the willingness and ability of 130,000.- 
000 consumers to buy shoes and other goods. That is the 
most significant barometer of our business, and the con- 
ditions which determine purchasing power determine 
shoe and leather volume. At no time this year did re- 
tail shoe trade as a whole fall materially under a year 
ago, and since the beginning of June retail business was 
appreciably better than last year. Over recent weeks. 
the prospects which were so definitely indicated earlier 
in the Summer have been brought home to us with the 
sudden realization that goods are wanted, now. 

“I stress this contrast in recent months between actual 
as well as prospective retail sales, and the cautious, hand- 
to-mouth policies of the trade because it illustrates how 
sentiment may conflict with the facts. We estimate that 
in June, retail shoe volume for the entire country was 
over 9 per cent better than a year ago, in July 7 per 
cent more shoes were sold, while the gain for August 
will probably reach or exceed 8 per cent. Now these 
figures were hardly a reason for pessimism, yet the shoe 
and leather business in the same period was far from 
being animated by confidence. 


S6@DNE result of curtailed and restrained buying policies 
is thoroughly important. The aggregate inventory of 
these industries, and that covers the raw material held 
by the tanner to the shoes on retail shelves, has been 
drawn down. Shoe production for the first eight months 
shows a decline of 8 per cent from 1939. Whether pro- 
duction was excessive last year, or whether inventories 
have simply been abnormally reduced, the fact remains 
that stocks have been cut substantially. We can only 
conjecture as to how much this is the case in shoes; we 
know the extent of curtailment in leather. In appre 
hension of future price levels; leather buyers whittled 
their inventories to the bone and for a number of 
months prior to September new buying held at a mini 
mum level dictated by sheer necessity. 

“As a matter of general interest, the same condition- 
were typical of all consumers’ goods industries. Fo: 
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to Give Buying Impetus ... 


Wide Discrepancy Between Vital Facts of Business and Pur- 
chasing Power on the One Hand and Behavior of the Shoe 
Trade on the Other, Merrill A. Watson, Executive Vice-Presi- 
dent of Tanners Council, Points Out at Style Conference 


example, the Reserve Board’s index of department store 
sales moved well ahead of the index of store stocks. The 
ratio of sales to stocks has been higher than in many 
years and distributors as well as manufacturers in many 
lines have suddenly found themselves vulnerable for 
lack of goods rather than excess stocks. Last Spring 
when the outlook for shoe production did not seem 
propitious, I expressed the opinion that the total for 
1940 would not compare unfavorably with the 400 mil- 
lion average of the past few years. No retreat from that 
statement seems necessary at this meeting. 


66 WV HAT were the reasons for the hesitation and un- 
certainty which dominated the shoe and leather indus- 
tries? Perhaps the most important was the fear of intan- 
gibles generated by daily headlines which overrode the 
mundane facts of consumer demand. It has been difficult 
to realize the slow but inevitable influence of the national 
defense program upon almost all branches of our econ- 
omy. Enormous expenditures for armaments must of 
course have great effect upcn our business structure. 
These expenditures are synonymous with increased pur- 
chasing power because employment and payrolls are 
both directly and indirectly stimulated. With attention 
concentrated upon the Battle of Britain we have been 
prone to forget that the scale of spending upon which 
this nation has embarked in the interests of national 
defense exceeds anything since 1918. 

“Initially, of course, the defense program will provide 
a lift to the durable goods industries, to the construc- 
tion of new plant and the expansion of existing capac- 
ity. But as we have had reason to know in recent years, 
acceleration of durable goods production exerts a tre- 
mendous leverage upon all other industries. More raw 
materials are required, greater demands are made upon 
the transportation and service industries, employment 
is stepped up and above all, purchasing power expands. 
It has been extremely interesting in the last two months 
to watch the weekly reports on department store sales 
by reserve districts and to note that progressive gains 
have been made in the industrial areas where defense 
orders have already become a perceptible influence. 

“There is one question which many producers and 
distributors in the consumer goods trades must have 
asked. Will the demands of an armament program re- 
sult in the diversion of raw materials, men and pro- 
ductive capacity away from peacetime needs so that the 
supply of consumers’ goods will become limited? We 
can only attempt to answer this question with respect 


to shoes and leather. It is not likely that European con- 
ditions in the leather and shoe industries will be paral- 
leled by developments in the United States. In the first 
place, the scale of armament spending now contemplated 
represents a very much smaller proportion of the na- 
tional income than in any of the European countries 
where guns were produced through the sacrifice of other 
goods. Furthermore, | think it can be said without much 
qualification that the raw material resources of the 
Western Hemisphere and our national productive ca- 
pacity are great enough to meet the requirements of 
adequate defense without making any inroads upon nor- 
mal civilian consumer demands for shoes and leather. 
Nor is the fact that 1,000,000 men or more will be with- 
drawn from civilian life in the near future likely to 
affect shoe consumption. That number of men will re- 
quire more shoes in Uncle Sam’s service than in civil 
life. They may not wear slack shoes or play shoes, but 
they will require more shoes, of a, given type, in the 
army than as civilians. For these reasons the conclusion 
is almost inescapable that the defense program now 
under way will stimulate rather than hinder activity in 
our own industries.” 


$6 A PART from these general considerations, one factor 
did have a very specific effect upon sentiment in the 
shoe and leather industries. Shortly after the capitula- 
tion of France, it began to be apparent that South 
America, one of the world’s most important hide and 
skin producing areas, was cut off from its normal outlets 
in continental Europe. Weighing this situation and 
giving credence to impressive arrays of figures, specula- 
tive markets began to discount an exceedingly dismal 
picture. 

“Several rather important facts were ignored; in the 
first place, the figures cited to demonstrate that sur- 
pluses were accumulating in South America were all 
based on annual production. Actually excessive stocks 
were still theoretical. It has also been discovered now, 
somewhat belatedly, that a great part of the production 
in Central and South America may consist of material 
which is undesirable in terms of our quality standards. 
Hides and skins comparable with the materials used by 
United States tanners to supply the leathers wanted here 
are certainly not in accumulation today. Finally, hides 
are by-products of the demand for beef, and if South 
America cannot ship former quantities of frozen beef, 
then it may not be able to produce former quantities 
of hides. [TURN TO PAGE 39, PLEASE | 
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Design Protection Essential 
To Combat 
Style Piracy 


GEORGE MILLER 


Mr. Miller presented the shoe manufacturer’s viewpoint 
in the Style Conference discussion of “America’s New 
Importance as the World’s Fashion Center.” 


** AMERICA and, in particular, New York City is left 
with the opportunity and the obligation to take over 
the functions of the Parisian design market,” said 
George Miller, president of I. Miller & Sons, Inc., in an 
address at the opening session of the N.S.R.A. Style 
Conference Monday morning at the Waldorf-Astoria, 
New York. Mr. Miller was one of four speakers on the 
general subject, “America’s New Importance As the 
World’s Fashion Center.” 

“The broad problems that affect ready-to-wear in 
undertaking this opportunity, affect shoes and other 
accessories as well. We know that the shoe industry 


E:xact Reproduction in Lower Grade Lines of 
Designs Created by Quality Manufacturers Has 
Disturbing Effect on Entire Merchandising Pic- 
ture and Must Be Eliminated if America Is to 
Attain Its Full Possibilities as a Fashion Center, 


George Miller Tells Shoe Style Conference 


must be part of the general movement of the fashion 
industries to meet these problems. The shoe industry 
cannot do it alone for itself because the inspiration for 
shoe fashion trends springs from the influence of the 
apparel and fashion markets. That is why we in the 
shoe industry have spent so much time in Paris. When 
the same activity in designing of apparel takes place 
in New York we manufacturers will find the inspiration 
te create all of our shoe fashions in New York. So, 
you see, we must support the program of the apparel 
and fabric markets to set up New York as the world’s 
fashion center. . . . 

“The quality shoe manufacturers here have shown 
themselves to be great creators. At various times they 
have been a source of inspiration for the apparel and 
accessory market. It is true that many of the influences 
for their creations have been Paris inspired but the 
ability to interpret in the amazing variations we have 
witnessed the past several years is a tribute to their 
creativeness in their own right. On the other hand, and 
this may surprise you, I have found in recent years 
Parisian shoe designers working on our own ideas and 
turning them out with perhaps a different flair but using 
our basic originations. 

“We find growing here in New York also a concen- 
tration of independent shoe designers that we did not 
see to the same extent five years ago. They have re- 
ceived the encouragement of the shoe industry and it 
should indicate to other artists that there is an oppor- 
tunity here for them if they wish to concentrate on shoe 
designing. 

“The shoe industry will not find it difficult to create 
shoe fashions as salable, unusual and beautiful as we 

[TURN TO PAGE 30, PLEASE] 
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OPTIMISTIC NOTE 


Sounded at 


A NOTE of definite optimism regarding 
business prospects for the shoe industry was sounded at 
the meeting of the women’s shoe style committee, held 
under the auspices of the National Shoe Retailers’ Asso- 
ciation. The committee meeting took place in the Jade 
Room of the Waldorf-Astoria Hotel, Tuesday morning, 
September 17, under the able leadership of Albert 
Wachenheim, Jr., of Imperial Shoe Store, New Orleans, 
La., chairman of the women’s style committee. The 
meeting was part of the semi-annual Style Conference, 
held jointly with the Leather Show. 

Mr. Wachenheim summed up developments in world 
conditions which had left their mark on retail condi- 
tions, citing as most important the national defense 
program, which, through creating jobs for the otherwise 
unemployed, increases purchasing power, thereby in- 
creasing sales of all commodities. It is expected, he 
stated, that Spring, 1941, will be an excellent season 
from the retailer’s standpoint. 

Mr. Wachenheim read the report of a preliminary 
meeting of about forty shoe manufacturers, retailers and 
tanners who met last Saturday to prepare a guide for 
merchandising for the coming Spring and Summer 
seasons. He cautioned retailers against taking this report 
verbatim and expecting it to fit infallibly into their 
various local conditions. 


Women’s 


Meeting 


Defense Program Mentioned as Force In- 

creasing Purchasing Power and, Therefore 

Retail Sales, at Meeting of Women’s Shoe 
Style Committee 


With regard to shoes, Mr. Wachenheim started his 
report with color. Black, it was said, will be the most 
important color for Spring. Blues, Bluejacket (the 
basic navy for volume business) and Airway Blue (a 
lighter navy) were mentioned as important. Since there 
will be three weeks of Spring selling before Easter, it 
is expected that as many or more pairs of blue shoes 
will be sold this year as were last year, although the 
growing importance of many colors in costumes may 
have a decided effect on the percentage of blue shoes 
sold compared to other colors. 

The tan-brown-beige family (consisting of classic 
darker Conga Brown; cocoa-shade Colony 
Brown; Turftan, lively rusty shade; Toffee Tan, darker 
russet shade; and Patio Beige, warm coconut shade) 
was cited as the colors from which the greater amount 
of extra business this year must come, since black and 
blue will remain staple in their demand. Included also 
are such promotional colors as California Saddle 
Leather, Palomino, antiqued tans, etc. Varsity Green 

[TURN TO PAGE 29, PLEASE | 


newer 











STORMY WEATHER AHEAD 


WHAT was the weather record in your vicinity last 
Winter? In most localities in the northern section of 
the country it was a severe Winter—enough so to 
make us ask the braggers about the good old days 
when Winters were Winters what they thought about the 
"39-40 variety. Remember? Well, then, why not do a 
bit of dramatized reminding to boost the early sale of 
protective footwear? 

Get hold of some rainy and snowy day pictures (your 
newspaper should have them, or your local photog- 
rapher) to use in ads and blow-ups for window displays. 
Or make up large calendar sheets for October through 
March and indicate on them how many days of snow 
and rain there were, plus the wet-underfoot days that 
followed these storms. Local weather records will help 
you if you have not kept your own records. Copy may 
read: 

“When storms strike the community, sneezes and 
colds will strike too. It happens every year, regular as 
cold, wet days arrive. But there’s no need for it to 
happen to you, if you'll spend just a few minutes to 
make sure that you have rubbers and galoshes ready. 


Why take chances, when such a simple precaution will 
assure dry feet and so much protection against early- 
season colds. Let us assure you that the new wet 
weather styles are smart looking, too. There’s no longe: 
any reason to say, ‘I’d rather have a cold than wea! 
those awful looking things,’ because, if you wish, you 
can even go so far as to match up your wet-weathe: 
ensemble with wet-weather footwear that harmonizes in 
both color and surface finish. Being able to look so 
smart makes it a pleasure to be sensible.” 


WV HILE not many stores can give a lot of window spac: 
to special wet-weather displays, you should plan to use 
one setting that plays up the style angle. Using a head 
ing “Stormy weather smartness,” handle the rubbers 
and galoshes the same as you would shoes to show 


Right: A grey cutout “storm cloud” is suspended before 

the silver cloud effect on the window background. Sil: 

vered strips of light wood extend from the back cloud 

to the floor on which rubbers and galoshes are place. 

Concealed lights to brighten the silver cloud will add 
to the effectiveness ef this simple trim. 

















Left: Lettering in this “warning” display is cut into the 

simulated snow on the slope. An air brush can be used 

to accent the letters in the “snow.” Natural tree trunks 

and toy or cutout houses are used at the top against a 
black sky background. 


by BR. E. ANDRUSS 


style coordination and color matching. Do this even if 
you do not carry a full range of colors or surface tex- 


tures. 

Even when you must limit the window space allotted 
to wet-weather wear, try to give it a group arrangement 
with an appropriate setting and sign, rather than just 
putting rubbers or galoshes here and there, without 
comment. It doesn’t take much space to place a few in 
a corner of the window near the store entrance with a 
sign “Protect your good shoes and your good health,” 
or some other selling sentence. 

In the store have rubbers and galoshes on display at 
all times from Fall on. Last year I told you of the 
turn-table display of rain-coats inside a glass case with 


Sell Your Customers the Need 


motion of Rubber Footwear. 


a rainstorm of real water that Macy's kept going right 
through dry weather. And how, all during the season, 
they have panels of rubber footwear samples on display 
in numerous spots through the store. When it rains, 
umbrellas, rain-coats and capes are featured in several 
places in the store. All this is repeated because it is in 
such contrast with the idea of sticking a sign “Rubbers” 
on the window, and then leaving the rubbers somewhere 
down in a back corner of the basement. 


ET doesn’t cost much to have panel displays of rub- 
bers ready, or to put the fitting stock on rollers so they 
can be wheeled into position for fast action when needed. 
It’s a good idea also to have mailing cards ready for 
action when a storm hits—not a new one but sure to 
make an impression through its timeliness. Have you 
used a package inclosure telling about wet-weather wear 
in each pair of shoes that you wrapped this Fall? It 
can be simple as a mimeographed sheet with a couple 
of sketches, or a sheet using catalog pictures, with your 
own description, reproduced by off-set. 

[TURN TO PAGE 32, PLEASE |} 


of Preparedness by Early Pro- 


Galoshes and Stout Shoes to 


Preserre Health and Foot Comfort When Autumn Storms Strike 
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YTLOOM 


A New Energy to Design 


@NE of the Fifth Avenue stores had a counter display 
of American flags in the form of ornaments and jewelry. 
A woman, looking them over with a view of purchasing 
one as a decoration for her coat lapel, made this remark: 
“Haven’t you any different colors?” 

This is an authentic experience vouched for by the 
sales girl and yet it simply illustrates the unconscious 
desire of women for something different, something 
new; and can be easily explained as the expression of 
a thoughtless moment. 

Something new and something different is the quest 
of the hour. Particularly so since New York has started 
to flutter its fashion wings and say in a loud voice that it 
is to be the world’s new fashion center. 

On that keynote we had considerable thumping at 
the National Styles Conference. Women who lead a 
feminine fashion life spoke from the shoe platform to 
the effect that fashion leadership for New York was 
already an achievement. But there is more to real fash- 
ion than promotion of names of designers in newspapers 
and a close hook-up with the advertising page. 

The dress world is not quite so sure of itself as it 
professes on the advertising page. Many pedestals have 
been set up in the last few weeks, but it will be a long 
time before a real crown will be put on the head of the 
designer who, “with a touch of genius,” gives to Amer- 
ican design international acceptance. 

But of dress and newness we will live to see a lot of 
mistakes made before the living spark of true design in 
an afternoon dress or an evening dress is achieved. 

America has made its influence on the world through 
sport attire and the smart costuming of business women 
with or without the spark of Paris to brighten the 
trimmings. 

Now let’s get into a field where we can speak with 
some degree of assurance. We failed to hear at the 
Conference that high credit that should be given to the 
design and creation of American footwear. The real 
leadership in fashion of America is in its footwear. 

All the world has accepted American design in foot- 
wear—ranging from soft soles to moccasins. The Amer- 
ican sport shoe is so acknowledged as a world fashion. 

We are on much surer ground when we point to 
America’s leadership in shoes because not only did we 
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originate and build the shoe machinery and the system 
of mass making but we shape the lasts of the world and 
give a true touch of the American vigor of walking to 
the world. 

We are actually, at the moment, creating a new world 
of foot freedom by building shoes that are softer on the 
feet, more wearable and more interesting. It was in- 
evitable for us to give thought to the fact that shoes are 
the last remaining item of wearing apparel associated 
with pain. We have corrected most everything else and 
we are learning to correct that, too. In fact, it is getting 
to be almost axiomatic that shoes are now “fitted at the 
factory.” By this phrase we mean—the shoe is so de- 
signed, shaped and fashioned as to make necessary a 
minimum of time in shoe store selection at the fitting 
stool and the maximum of comfort and eye interest to 
the purchaser. 

So you see—shoe design has a real American leader- 
ship over all other apparel design because it is an 
American accomplishment of minds and machines, 
methods and materials. 

One idea came out of the Styles Conference. Miss 
Alice Hughes said: “Smart things have no price tag, if 
they are well-made, in a country such as ours. America’s 
smart women have made it very chic to own a Ford 
along with their Lincoln and they have this same two- 
scale idea about clothes.” 

Only in America can you find that democracy of 
extremes in dress and in living. Maybe it’s a good sign 
that in this troubled world there is a sense of balance 
and of fitness. Maybe we are to see a free expression of 
design, not predicated on searching the historical past 
for something to imitate but capturing the thought of 
the living present and putting it into design and dress 
and shoes—to accelerate the pleasure of living. 

We would like to see American design fresh, new 
and vigorous because America is that sort of 2 land— 
that has energy to share with the rest of the world—free 
energy already expressed in music, material things and 
now, we hope, in elusive fashion itself. 
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Own 
yn Your 
LA D’Schol// 


Y 
FOOT COMFORT SHOP 


A TESTED, PROVED-PROFITABLE BUSINESS LIKE OTHERS LOCATED ALL OVER THE WORLD 


ya ee CHIROPODY SERVICE SCIENTIFIC SHOE FITTING 


BUILD NOW FOR THE FUTURE—FREE FROM CHAIN 
a DI Scho// COMPETITION AND PRICE-CUTTING WORRIES! 


‘aenie7e) 


Security and independence can be yours. Own your own business, like 
highly successful shops now being operated from coast to coast. Backed 





iss seca DE SCHOLL FOOT COMFORT SHOP, ses} by the vast Dr. Scholl organization—benefiting by its years of experience 
x, if —featuring nationally advertised, internationally famous Dr. Scholl mer- 
ca’s cate f j chandise and service. The demand for Foot Comfort Service is constantly 
‘ord i increasing—learn how you can get this profitable business. 
wo- . i We Will Train You—A course of intensive training in one of our own 

» '} established shops will be given without charge. 
of om *S a Approximately $4,000.00 Capital Required—Liberal protection for your 
gn investment is provided. This plan is open to the most searching investi- 
ince ‘ gation by you, your attorney, banker or broker. 
' ” Sales and Merchandising Helps—aArchitectural and Store-planning serv- 
. ice, cost-control and operating-records assistance, and tested merchan- 
: of dising and promotion plans, advertising and display material will be 
naa provided. 

EXCLUSIVE FRANCHISE IN MANY 

new be. IMPORTANT CITIES AVAILABLE 
a ws } Wire or Write for Full Information 
ree 


an ale THE SCHOLL MFG. CO., INC. 


Raghomer. 213 West Schiller St., Chicago 62 West 14th St., New York 
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Turn every prospective customer into a friend by showing a cheerful interest in his 
or her foot problems. 


Practical Pointers 
HOW TO SELL SHOES 


om 


Suggestions for Increased Business Based on Actual Experience 


at the Point of Sale 


by PATRICK A. MORGAN 


CHAPTER ONE 
The Art of Selling Shoes 


THE science of fitting feet and the art of selling shoes 
are inseparably co-related. The world’s best salesman 
could, of course, sell a great many shoes, but unless he 
knew how to fit them he would become a liability in a 
retail shoe store. By the same token, the world’s best 
shoe fitter would lose many sales unless he knew the art 
of tactful selling. Shoe stores are not philanthroptic 
institutions and must show a reasonable profit in order 
to remain in business. The path to repeat sales and 
increased business lies in the store’s ability to assure 
correct fitting and the salesman’s tact in leading the 
customer to decide on the proper shoe for the purpose 
for which it is being purchased. 

No attempt will be made to present in these pages a 
scientific study of the structure of the human foot. That 
knowledge may be had from the several text books on 
Practipedics now on the market and should be carefully 
studied. Rather this treatise will present a program, in 
a concise, logical sequence, for the application of that 
knowledge, gained from many years experience. Knowl- 


edge in itself is of litthke commercial value unless the 
owner knows how to apply that knowledge to do the 
greatest good and to gain the best results. This program 
presents a course of procedure, from the time the 
potential customer enters the store, through the sales 
presentation, the measuring of feet, the closing of the 
sale and the conclusion of the transaction so as to leave 
an impression that will bring the customer back to you. 

The first thing the salesman should learn is to greet 
the customer with a smile. A bright, cheery smile often 
disarms the most phlegmatic old dowager. You cannot 
sell your merchandise at a profit to an enemy. Turn 
every prospective customer into a friend by showing a 
cheerful interest in his or her foot problems. Make 
the customer feel that your greatest interest is centered. 
not so much on selling a pair of shoes, as in providing 
the foot comfort, style and service which is the cus- 
tomer’s desire. 

Instead of the stilted and time-worn phrase, “May | 
help you please?” a cheerful, friendly “Good Morning” 
or “Good Afternoon” will impress customers with a 
feeling of friendliness. Most people like to be friendly 

[TURN TO PAGE 38, PLEASE | 
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_ LITTLEWAY 
_ AND UCO 
_ LOCKSTITCH | 


. 
_ 


The LITTLEWAY and UCO LOCKSTITCH processes are easily 
adaptable for today’s style leaders. They assure economical and 
sound means of sole attaching and employ shoemaking principles 


that reflect true flexibility and comfort in the finished product. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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The Complete Shoe Store 


Hahn’s Shoe Store, G Street, Wash- 
ington, D. C.; is devoting a complete 
window display to sell the job that 
their shoe repair department can do. 
Men’s and women’s shoes are shown 
in various stages of repair. Different 
kinds of sole leathers, rubber soles, 
crepe soles, for men and women are 
on display. Different styles of rub- 
ber and leather heels and heel repair 
jobs are all illustrated. And the vari- 
ous types of upper leather treatments 
that Hahn’s shoe repair department 
can give to make old shoes look like 
new are all illustrated by examples. 

* * * 


Appropriate for Fall 


Here’s an example of the close co- 
ordination that is developing between 
the shoe departments and the clothing 
departments of the large department 
store. 

In the third floor women’s shoe de- 
partment at Wanamaker’s, New York 
City, a number of display niches have 
been built in around the walls. There 
niches are approximately five feet 
wide by eight feet high and a fashion- 
able dress for Fall stands on a dress 
form in the center of each. Lighting 
is indirect and reflect on the circular 
white background setting each model 
off in silhouette. These latest Fall 
styles are of valuable assistance to the 
woman planning her purchases of foot- 
wear for Fall, but each salesman must 
be on his toes to be able to give fash- 
ion advice from head to toe. 

* * a 


“Show them your HEELS!” 
(Fyfe’s, Detroit) 
eo; 49 


One Man’s Opinion 


“Direct mail has been run into the 


ground by so many types of retail 
business that we have found that the 
average customer does not read half of 


by JOHN F. W. ANDERSON 


it,” says buyer John Jouett of the 
men’s shoe department of Stix, Baer & 
Fuller, St. Louis. “But when the pro- 
gram is built around some subject 
close to him, such as the brand of shoe 
he has purchased regularly for several 
years, his attention is more likely to be 
caught. Mordover, when the mailing 
piece is personalized to the extent that 
he recognizes the signer’s name, he 
will give it the benefit of a little 
thought.” 

Mr. Jouett’s mailing program, there- 
fore, is concentrated on those regular 
customers of the shoe department who 





Texas “Shoetricians” Hold 


Bootmaking Contest 


Fort WortH, Texas—The first cow- 
boy bootmaking contest ever held was 
a feature of the convention of the Texas 
Southwestern Association of Master 
Shoetricians at the Texas Hotel, here, 
September 1 and 2. Hand bootmakers 
and shoe repairers make up this group. 
Prizes were given for classifications of 
hand tooled top, stitched top, and inlay 
top. First prize winners in each group 
were Earl C. Beck, Fort Worth, and 
Bearl B. Beck, Amarillo, first in hand 
tooled top classification; Central Boot 
Company, San Antonio, first in stitched 
top classification; and Economy Shoe 
Repair, first in inlay top classification. 
Dave Tandy, member of the arrange- 
ments committee for the convention, 
presented the awards. 

It was brought out at the convention 
that Texas has always been a leading 
boot manufacturing center in the United 
States, and the importance of Texas 
made boots is growing steadily. Texas 
bootmakers are expecting the sale of 
cowboy boots this Fall to reach an alli- 
time high. Many well-known movie 
cowboys wear Texas hand-made boots, 
and Paul Whiteman, orchestra leader, 
is another wearer of Texas boots as he 
bought twelve pairs while in this sec- 
tion last year. He has done much to 
publicize Texas boots in the East. 


have been “regular” or “repeat” cus- 
tomers for at least three years. In 
that time, Mr. Jouett points out, the 
customer usually learns his salesman’s 
name, and considers the latter his 
regular fitter whenever purchasing 
shoes. 

Penny postcards are the only 
medium used, handwritten by each 
salesperson to the customer he knows 
in advance will most likely respond. 
There are two major mailings, in the 
Spring and in the Fall, plus a stand- 
ard year-round promotion through 
which five to ten of each salesman’s 
customers are contacted each week 
through a store promotion piece. 
Therefore, each customer on the list, 
which runs to nearly a_ thousand 
names, is contacted at least three times 
per year, and the store estimates re- 
sponse at at least ten per cent—shown 
by actual card returns when the cus- 
tomer visits the store. 

7 * * 


“Flatteringly RIGHT for FALL.” 
(Zesmer’s, Dallas) 


* aa * 
How to Remove Spots 


I suppose some shoe retailers aré 
going to say that it’s kind of late in 
the season to talk about removing ink 
spots from leather shoes. Maybe it 
is, but don’t forget the number of peo- 
ple who wear white shoes year round 
—nurses, interns, barbers, etc. 

So here’s a bit of advice to pass on 
to your white shoe customers as pre 
scribed by Macy’s Bureau of Stand 
ards, in case any of your customers ge! 
their shoes mixed up with a bottle of 
ink: 

“Soap and water will sometimes 
work if you act quickly enough, but 
if the ink has had time to set, you 
may need an ink eradicator. If you 
do use an ink eradicator, use it 
sparingly, and then dab vinegar on to 
help neutralize the ink eradicator. |f 
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BEST IDEA OF THE WEEK 
A SAMPLE OF THE SHOE BUSINESS 


(Chas. A. Stevens & Co., 


O. P. Ideator—“By the looks of the steady stream of 
customers that balcony shoe section of yours is getting 
a good share of the shoe business, today.” 


Buyer F. Arthur Clark—“Yes, this is one case where 


we have no trouble in getting people to climb to the 
balcony.” 


O. P. Ideator—*What seems to be the special attrac- 
tion, today? Is there a sale on?” 


Buyer Clark—“No, just sample shoes. We devote 
one entire section of our balcony to sample shoes 
alone.” 


O. P. Ideator—*Yes, but how can you get your femi- 
nine customers to climb up there when you have such a 
comfortable and attractive shoe section here on the 
main floor?” 


Buyer Clark—‘Because, except when there is a lull, 
we have from three to four hundred pairs of size 4 B 
shoes on display up there on tables and counters. Wo- 
men who wear that size are hard to please and often 
have a hard time getting a shoe that really satisfies 


Chicago) 


them. They welcome an opportunity to look at so 
many pairs at a time. They like the idea of such a 
wide selection and like to brouse around looking for 
a shoe that suits their fancy. They can go there know- 
ing in advance that they will find their size, all they 
have to do is to look for the right style, and I might 
say, they usually find it.” 


O. P. Ideator—“Do you carry many 4 B’s in your 
regular shoe section?” 


Buyer Clark—*No, because if women knew that we 
had many pairs on our shelves, most of them would in- 
sist on seeing and trying on just about every pair. As 
it is, women who have come to know of our large and 
exclusive section, go directly to the balcony when in 
need of 4 B shoes. When a new customer who wears 
a 4B comes into our regular women’s department, the 
salesman immediately directs her to the balcony, and 
the fact that there is a separate department devoted to 
her size, usually pleases her so much that she becomes 
a regular customer. We have a list of some 1800 wo- 
men wearing 4 B shoes whom we inform each time we 
receive a new lot.” 








a yellow discoloration remains, go 
over it with white shoe cleaner to 
make it less noticeable.” 


* + 


The Cost of Advertising 


We hear a great deal of talk about 
the consumer paying entirely too 
much for advertising. Let us see. 
The Department of Commerce says 
that the cost of advertising is 2 cents 
of each dollar spent by the consumer. 
The cost of distribution in 1935 was 
28 cents per dollar. Therefore, ad- 
vertising is only approximately one- 
fourteenth of the cost of distribution. 

The Association of National Adver- 
tisers issued the following figures in 
advertising pennies per dollar of cost 
to the consumer: clothing—4.5; food 
—5.07; heat and air conditioning— 
5.73; shoes—3.97; paint and varnish 
7.4; drug and toilet goods—27.65. 
The advertising cost of Campbell’s 
Soups is set at 36/1000ths of a penny 
per glass—Roy H. Booth, Jr., of the 
National Shawmut Bank of Boston, 
in address at American Institute of 
Banking Convention. 


* + 


A Lesson in Design 


One of the first rules to remember 
in designing a new shoe department 
or modernizing an old one is to know 
where to go for ideas. 


In planning the general design and 
decorations of a children’s depart- 
ment, we have found the best source 
of suggestions is the children’s depart- 
ment in a good book store. Children’s 
books today represent some of the 
finest art, color, design and humor 
that is to be found. A children’s shoe 
department should be a place of fun 
and gaiety where children will enjoy 
themselves and want to come again. 
Children’s picture books give marvel- 
ous ideas for wall coverings, back- 
ground scenes, play chairs and toys 
to amuse the children. Spend an 
afternoon in the children’s book de- 
partment then see your shoe store 
architect. 





A Shoe Selling Island 


Down at Hearn’s department store, 
14th Street, New York City, they have 
an island display at the entrance to 
the boy’s shoe department that really 
sells shoes. 

A square, about fifteen feet across, 
with a counter on all sides, the dis- 
play carries one of each model shoe 
carried in the department. The counter 
slopes at a moderate angle toward the 
customer and the shoes are heel 
hooked over two parallel moldings 
fastened to the counter. 

. * * 


“College Gals love LOW-HEELED 
SHOES.” 


(A. Harris & Co., Dallas) 





he aon don fee F. 


convenience lo see 


Our range of sizes is complete 


FALL1940 —%, j invitatj 
Dear Customer: 


are cordially invited lo visit the M and L SHOE 
STORE, 19 West Market St., ? Ys Pa., at your earliest 


Sty aah ox 
in our window; ee prt Ase all store. Regard. 
less of the style you want, or the size, there is a pair of shoes al the M and L for you. 


Shoes which fit perfectly, in all the newest styles are hove al surprisingly low prices. 
and we can fit you properly. 


on 


Dé, i 





Whether or mot you are 





idering , 
oun Go tem asd tals wn aon Ect fis On FARE, OD came. 


CORDIALLY YouRS, 
M ano L SHOE STORE 


19 W. Maexer Gr... 


we will be pleased to show 


- YORK, PA. 








Here’s how the M and L Shoe Store in York, Pa., tells their customers 
that it’s time to come in and look at the new Fall styles. 
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Herbert Rich, Jr.. urges new approach to pre-Easter selling 


while Chairman George B. Hess puffs thoughtfully. 


URGE DRIVE TO LIFT MEN’S SALES 


AT one of the best attended meetings of the Men’s 
Style Committee of the National Shoe Retailers Asso- 
ciation, George B. Hess, of N. Hess Sons, Baltimore, 
Md., chairman of the committee, presented an innovation 
in the program with the reports of two retailers and 
two manufacturers, covering the lower and the higher 
priced lines, who gave their picture of last season’s busi- 
ness as an indicator of trends that may be expected in 
the men’s style picture for the coming Spring and 
Summer. 

Mr. Hess warned of decreased volume in the men’s 
field as a result of conscription and urged retailers to 
make a supreme effort to build their pairage volume 
with an aggressive industry presenting a united front. 
One way to do this, Mr. Hess stated, would be to popu- 
larize Winter vacations through cooperative and sound 
publicity, exploiting public interest in casual or leisure 
shoes. However, he cautioned retailers not to confuse 
casual shoes with regular lines as this would hurt instead 


New Viger to Spring Trends Indicated by 
Best-Attended Men’s Committee Meeting at 
Waldorf-Astoria 


of help the situation by trading down normal volume. 
He further urged retailers to unite for a concerted drive 
to add a lift to sales in the blind spot in Spring and 
Easter business on which there has been a definite de- 
cline in the past several years. 

O. E. Schoeffler, of Esquire, following, gave a brief 
outline of fabric trends for Spring. Henry Jackson, of 
Collier’s, predicted a follow-through of Spring lines on 
the same styling as this Fall and Winter but in lighter 
weight shoes. 

First of the retailers to speak on the retailer-manufac- 
turer committee was Herbert Rich, Jr., of B. Rich’s 
Sons, Washington, D. C. He outlined the problem pre- 

[TURN TO PAGE 39, PLEASE | 
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The G/T Ski Boot Loop is the 


most effective and practical fit- 
ting devised for Ski Boots. {t is 


simple, strong, and safe both 
in design and method of fas- 
tening. Laces ride through the 
loops with minimum friction and 
wear. ... These loops are now 
available to all manufacturers 


who make boots of this type. Resty fer Gall predue- 
tion—a sturdy ski-boot 
lace specially designed 
for the Ski Boot Loop. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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K, O. Edson, manager of Kraemer’s 
Shoe Store in Perry, Oklahoma, shipped 
his first barrel of shoes last week. Now 
he rolls out another—then another will 
follow after. The local newspaper in 
Perry took the picture of the spirited 
trio—(left to right) R. H. Kraemer, 
Forrest Kraemer and E. O. Edson— 
happy to help in the humanitarian work 
—of BARRELS OF SHOES FOR WAR 
REFUGEES. 


Of SHOES 


For WAR REFUGEES... 


eB ON the campaign to collect Barrels of Shoes for War Refugees through 
the shoe stores of America. Next to food, shoes are most necessitous with 
Winter coming soon and millions of men, women and children in dire need. 


Here’s what you can do to help: — 


Instructions 

- Make your store a collecting depot. 

Put a barrel in the store and a card in the window. Publicize freely. 

. Sort shoes so final shipment contains only serviceable, practical footwear for children, 
women and men—rubbers also are needed. 

. Tie up in pairs, wrap in paper or newspapers, pack in the barrel securely. 

Cooper up head of barrel and strap it up securely for ocean shipment. 
6. Send barrel—IMPORTANT—freight prepaid by you to: 

. Send BARRELS OF SHOES FOR WAR REFUGEES TO BRITISH WAR RELIEF SOCI- 
ETY, INC., 480 LEXINGTON AVENUE, NEW YORK CITY (Freight Entrance in Depew 
Place). 

. Barrels will be shipped immediately through affiliated distribution centers to war refu- 
gees abroad. 

Barrels of Shoes for War Refugees is a free and voluntary service through shoe stores in 
America, and each participant is expected to pay freight to New York. There are no 


funds for any expenses. Conimittee: BARRELS OF SHOES FOR WAR REFUGEES, 
Everit B. Terhune, Chairman, 5th Floor, 100 East 42nd Street, New York City. 





ine | 
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Optimistic Note at Women’s Meeting 


[CONTINUED FROM PAGE 17] 


was mentioned along with the Old 
Glory Colors as providing opportunities 
for sport or play shoe promotion. 
There followed an interesting discus- 
sion of metallic colors (Bronze, Copper 
Kettle, Gunmeial). It was decided, 
however, that it was a little too early to 
say definitely what the influence of 
these colors would be—the next six 
weeks’ selling should act as a guide to 
retailers in siocking them. 
It was emphasized that 1941 should 
be as good a season for white shoes, 
‘both alone and in combination with 
‘blue, brown and black as was 1940, the 
“biggest white season experienced in 
e time. The question was raised 
ether the increasing importance of 
or of play shoes would cut into the 
‘gales of whites. It was felt that play 
Shoes might cut into the sales of heav- 
jer types such as welts, but that dressy 
white shoes in higher heels would con- 
tinue in popularity. 
When discussing materials, the point 
was raised that women like soft pliable 
shoes which fit well and feel comforta- 


ble, hence the continued popularity of 
elasticizing. Black shoes should sell in 
the first period after Fall buying in 
fabrics and crushed leathers, both 
wich patent trim. For later selling all- 
over patent should be important, but 
not to the same degree as last year. In 
utility types smooth leathers will have 
their place. 

In blue shoes, the type of shoe deter- 
mines ihe material. Smooth leathers, 
shrunken leathers combined with smooth 
and fabrics combined with smooth 
should have their place. Suede in blue 
will not achieve great importance. In 
the brown-tan-beige family, smooth and 
shrunken leathers, reptiles (real and 
simulated), elasticized fabrics should 
be good. Suede in brown will be good 
only in hich style merchandise. 

The field of materials in play shoes 
is greatly varied. Plastics, in which 
there was much interest, should be 
watched, since it was agreed that it 
was too early to judge their future 
sales by present experience. Treat- 
ments and design were also discussed. 





NESLA Opposes Proposed 
Office Employe Minimum 


Boston, Mass.—Shoe-manufacturer 
members of the New England Shoe 
and Leather Association, represented 
by Executive Secretary Maxwell Field, 
were recorded in opposition to a pro- 
posed minimum wage rate for office 
employes of $16.50 at a hearing con- 
ducted recently before the State Mini- 
mum Wage Commission. Mr. Field 
emphasized that his association’s oppo- 
sition was not based on an objection 
to a fair minimum wage rate, but to 
the specific rate proposed, and to the 
proposed definition of full-time employ- 
ment as “any week of over 20 hours 
and up to and including 40 hours.” 

Mr. Field argued that the $16.50 
rate, equaling 41 cents per hour, placed 
the Massachusetts manufacturer at a 
competitive disadvantage with manu- 
facturers in twenty other states in 
which there is now in force a minimum 
wage rate of 35 cents per hour and 
a maximum work week of 42 hours; 
and that the proposed definition of 
full-time employment was unfair to 
the manufacturer because he might be 
compelled to pay the minimum rate 
for a 20-hour week that did not rep- 
resent the full productive output of 
the employes, and unfair to the employe 
because it furnished an incentive to 
the manufacturer to lighten his pay- 
roll by installing more efficient office 
machinery. 

In proof of his earlier contention 
that the association is not opposed to 
a fair minimum wage, Mr. Field cited 
the fact that his association had ap- 
proved the minimum wage recommen- 
dation of 35 cents per hour made to 


the Wage and Hour Administrator in 
Washington, which rate is now effec- 
tive in all shoe plants in this state 
and includes both factory operative 
and office workers. 

The association’s final recommenda- 
tion, made at the hearing in question, 
was that a minimum wage rate of 35 
cents per hour be established, that no 
population differentials be included and 
that all reference to hours be excluded 
from any wage order which may be 
handed down by the commission. 


Fall Types Selling Well 


ROCHESTER, N. Y.—From the barrage 
of advertising with which Fall foot- 
wear is being presented here, it seems 
reasonable to assume that shoe retailers 
have concluded this is the time to “go to 


town.” Since cooler nights and days 
brought an abrupt halt to the sale of 
white shoes, retailers have concen- 
trated on Fall shoes, with results more 
promising than they had been for sev- 
eral months. 

An unusual feature in the situation is 
the fact that pupils in schools continue 
to wear white shoes. Nevertheless, most 
of the dealers have more left on their 
hands than they want. 

The volume of sales is heading up- 
ward. 

College footwear has been stressed in 
advertising here by McCurdy’s, Sibley’s 
and Forman’s. 

Retailers who used to paraphrase 
Henry Ford by saying “women can have 
any color footwear they want for Fall 
so long as it is black” would be out of 
step this season. A large number of 
brown shoes is being sold alone with 
some other colors, although black leads. 











“Once you wear Health Spot 
Shoes you will never want to 
be without a pair. This is what 
dealers everywhere are telling 
customers. 

More than being a compliment, 
it indicates that Health Spot 
Shoes have a fine dealer accept- 
ance. 

The reason is that customers 
are satisfied and the dealer 
makes more and more money 
selling Health Spot Shoes. 


MEALTH SpOrT SHOES - 
~ pad - “ . 
> me r . 

" 


MR. INDEPENDENT RE- 
TAILER, you can own an ex- 
clusive Health Spot Shoe Shop. 
Health Spot Shoes are year- 
round staple merchandise. There 
are no drastic changes each 
season that cripple your stock 
and cause you losses. You do 
not have to resort to seasonal 
sales which eat up your profits. 
If you are like the average shoe 
retailer operating a family shoe 
store, you are probably just re- 
covering from the so-called dull 
season just passed. 

Why burden yourself with too 
many styles, too many lines, 
low prices trying to meet com- 
petition, and closeout sales that 
mean heavy losses? 

By concentrating on one com- 
plete line of good orthopedic 
shoes ... Health Spot Shoes... 
you have more satisfied perma- 
nent customers and you make 
more money. 

Learn how to make a profit on 
an investment of from $3000 to 
$5000 in an exclusive Health 
Spot Shoe Shop. Write for de- 
tails. 


MUSEBECK SHOE COMPANY 
DANVILLE ILLINOIS 
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have in the past. After all, we are the world’s center 
for manufacturing quality shoes. We have had prac- 
tically no competition in quality manufacturing from 
other countries and in this respect we should find the 
present situation even easier to gap than other fashion 
industries in this country. But, of course, we shall need 
a program of greater protection and encouragement 
from the government, the retailer and the industry. We 
shall need to eliminate the extent of the style piracy that 
exists today. 

“You retailers have a vital interest in the success of 
our efforts to move the Parish fashion industry to New 
York and to eliminate style piracy. You have a vital 
interest, | say, because it involves the problem of mer- 
chandising style shoes which has been a very disturbing 
factor for the past few years and it involves the flow 
of fashion ideas essential to your kind of business. 


Effects of Style Piracy 

“In the first place, many of you have found the style 
piracy that exists today in the shoe industry has weak- 
ened your merchandising and reduced your profits. 

“You are overstocked on too many of the same style 
in each price bracket because each lower price line has 
copied the top one for its best sellers. This has pro- 
duced sameness in your style presentation. It has forced 
you to reorder the same styles from each of your re- 
sources. It has shortened your season on best sellers 
because of the commonness of the styles. It has defi- 
nitely tended toward grading down your business with 
the loss of dollar volume and the customers who want 
better shoes but who do not want to see the exact style 
in cheaper versions. 

“And not only does the shoe retailer find destructive 
competition within his own stocks but also from other 
stores. No matter what your price line may be you are 
certain to find a store selling identical styles at lower 
prices. How are you going to protect your better busi- 
ness whether that better business in your case means 
shoes at $6.75, $8.75, $12.75 or higher? 


Must Eliminate Trade Abuses 
“Several prominent shoe retailers and merchandise 
men have recognized this situation. They are revamp- 
ing their merchandise structure. Some of them are 
attempting to solve the problem by eliminating price 
lines and thus avoiding duplication of styles. But the 
answer has not been found entirely in the adjustment 
of retail stocks. The answer lies with the evil itself that 
has produced such widespread style piracy. 
“You have another interest in encouraging the New 
York design industry and that is the flow of fashion 
















DESIGN PROTECTION ESSENTIAL 


[CONTINUED FROM PAGE 16] 





itself. After all, fashion ideas are the red corpuscles of 
your blood stream and the lack of them must cause busi- 
ness anemia. Whether we are successful in maintaining 
the flow of fashion will depend to a great extent on your 
efforts to protect and encourage a fashion design center. 

“Manufacturers in all price brackets in the shoe indus- 
try have much to gain by the encouragement of a 
fashion design center. They must look to the quality 
group to set the pace, to authenticate fashions, to inspire 
artists to create. And the quality group in turn requires 
a fashion center buzzing with activity in general fashion 
creations. 

Advantages of Fashion Center 

“Shoe manufacturers in all price brackets must have 
a place they can turn to for interpreting general fashion 
trends. Many of the larger popular price manufac- 
turers are now doing an excellent job of designing indi- 
vidual interpretations. But they can afford to support 
their own organizations. What about the hundreds of 
smaller manufacturers who can only afford to buy free 
lance talent or who cannot find talent because it is 
monopolized by larger organizations? Don’t they need 
a place that will support, encourage, breed talent for 
our industry ? 

“The tanners and shoe fabric manufacturers will 
share in the growth of our fashion center here. They 
must have the inspiration of a great fashion market. 
They will find in such a market a greater flow of ideas 
for colors, designs and new materials. They will be in a 
position to help even more than in the past to keep the 
shoe industry abreast of color and material trends in 
the apparel and fabric market. 


Aid to Production and Employment 
“From a broad national viewpoint, it is obvious that 
the country has much to gain by building a fashion 
center here. We shall be building a design industry in 
this country that accounted for many millions of dol- 
lars in trade and employment in Paris. This country) 
will become a greater influence in trade relations with 
other countries, and especially with our neighbors in 
this hemisphere, through the sale of our fashions and 
interchange of ideas. A great design center is a vital 
factor in keeping the wheels of the fashion industr) 
moving with consequent effect on employment and pro 
duction. 

“We in the shoe industry had a program. The qualit, 
group in the industry has tried to protect America) 
designing through the Shoe Fashion Guild. We rea! 
ized, like the Fashion Originators Guild, that desig 
protection must be an important part of a plan to buil! 
our fashion design industry here, just as it is a vit: 
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part of the plan in Paris. It is through a well-conceived 


plan of design protection that artists in Paris became Ho o S E A N| D B U G G y 


' L sufficiently compensated to attract them to their spe- 
cialty. You are all familiar with the history of the M t DS “ARE Our 
Shoe Fashion Guild. It did not work. Firstly, we did THO 


not enjoy the protection of the government in design 


es of patents that designers in Paris enjoyed. Then we found 
busi- a lack of sympathy among many retailers to protect 
ining this effort of the Quality group. Not that we manufac- 
your turers didn’t make mistakes in the operation of this 
nter. Shoe Fashion Guild but when these other factors neces- 
adus- sary for its success started to break down, then in self- 
of a defense, there was a weakening on the part of the manu- 
ality facturers themselves. 

spire “We found several shoe manufacturers of lower price 
uires brackets depending entirely on the work and investment 


hion of the quality group for their exact designs. If these 
manufacturers gave themselves half a chance to do a 
designing job they would strengthen their own position 








eve in the market and help the industry as well. 
thion e 
a Trade Cooperation Needed 
sndi- “I think I can speak for the quality shoe manufac- 
yport turers of New York when I say we are anxious and IT PAYS TO 
i of willing to lend our time, effort and investment to main- PUT UP A 
Bae. tain the flow of fashion in shoes as we have in the past. 
+t is We shall continue to sponsor and support artists. We MODERN 
a shall attempt to attract from all parts of the world to FRONT! 
iii New York people who can create shoe fashions. We 
understand th rt w st play i i yheels 
i il : 4 anak pny Sn mnoving Che wheels LD fashioned equipment hasn't a chance today. The 
will —— ton in our industry. successful merchant puts up a modern front —a dis- 
They But that does not mean that we can tolerate exact tinctive Kawneer Store Front that draws customers in- 
alent reproductions of our designs. That does not mean that side. You can depend on Kawneer features such as 
d : we can permit unscrupulous piracy. rustless metal Entrance Doors, Concealed Awnings, 
— 7s mene how d inl lustrous Aluminum and colorful Porcelain Enamel Fac- 
in a a . - " or uted : : ing to attract favorable attention. And you can depend 
» the All fashion industries must unite to accomplish on the famous Resilient Sash and Bars, which hold 
1. in more favorable legislation for design protection. show window glass in an almost human grip, to pre- 
“Shoe manufacturers in all price brackets must co- vent breakage and save money. Investigate today! 
operate now! You retailers must help to bring in line WRITE KGWNCOf’-THE 
the ones who do not. ORIGINAL STORE FRONT PEOPLE 
that “We must become more conscious of American de- 
hion sign. Our national fashion magazines and newspapers 
ry in are already doing a grand job in this respect. Each of 
dol- you retailers in your own community can help with 
intr) this job. 
with “The tanners must lend the weight of their support to 
rs in our program. They can play a tremendously important 
and part in the encouragement of designers. Their influence 
vital ‘ can be brought to bear on manufacturer, retailer, and 
ustr\ legislation. 
pro- “Shoe retailers must organize their committees to 
deal with this whole subject. You must act quickly! You 
j quickly 
ality must give support to the entire industry to accomplish 
rican our objectives. You must give support to your quality The Kawneer Company, Niles, Michigan 
|. . . . ‘ Ple. d ILLUSTRATED BOOKLET 
real resources. They must be kept in business if you are pe Mp nee Te es B- 
sig to succeed in building America’s fashion center. 





buil:! “All of us in the fashion industries have plenty of 
vital obstacles ahead, but they can be met with hard work 


and earnest cooperation. I am sure we shall succeed.” 





Ree a 
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| Stormy Weather Ahead 


[CONTINUED FROM PAGE 19] 







Another idea we like well enough to 
repeat is the slogan suggested for a 
“Cold Weather Week” tie-up a while 
back: “Cold weather comfort begins 
with your feet.” You know that no 
matter how much one bundles up it 
does no good if the feet are wet or cold. 
Bamberger’s (Newark) used a mail- 
| ing card headed “Yesterday’s Snow 
| Storm has relatives on the way.” Con- 
tinuing, “This is the season that makes 
you feel like a million if you’re pre- 
pared to meet it—or the season that 
presents you with sneezes and sniffles 
if you aren’t.” Copy is set in a border 
formed by the outline of a snow man. 

































































In place of the panel a cart might be S 
used to hold a display of samples of : 
rubber goods now, and turned into a €& 
gift bar later. Wires extending down 
from a suspended, tilted watering pot 
will symbolize rain. Or the wires (or 
thread) may extend downward from a 
gray compo-board cloud. When the 
thread is black with alternate streaks 
of white on each thread, the effect is 
quite stormy. Cotton dabs make snow. " 
The new artificial snow is splendid, fut 

° especially when it ends in a “wet walk” “yy 

- of glass, over blue cellophane. Piano by | 

wire or cellophane strips also simu- the 

late rain. Blowing soap chips make a 16 

good snow storm dan 

e e Simple but definitely suggestive in- fror 

Steps th to the ’ all Picture terior displays, with information enough muc 
; included to assure their doing a silent den 
e a | selling job by themselves, and changed tail 
uff? @ Myriad of Colors often enough to prevent monotony, will U 

help a lot in geiting extra sales over = 

New beauty and new eye-catching color effects in Fairy os above those gained by the formula man 

; , : ° ave you rubbers to protect these - 

ForMs give them an important place in shoe displays for Fall 4 toric 

: A “ ; > shoes” after a purchase has been made. 
and Winter. The lively and captivating colors literally pack Sontimen « anise “il ua ses" of ¢ 
; - y “yes 

every shoe or pump with glamour. They add an exotic touch nak to amenme & ellen tale. Good dic- mer 

in keepi ith the smart lines of the new shoe styles. : pee : ' game 

in keeping wn a e je ne > sty plays give interesting entree when the 1939 
Ankle-Hi Famy Forms are now offered in 6 foot styles, customer is less “on guard.” lee 

6 heel heights and 6 standard colors—with other colors galore. Selling through the suggestion of How 

The standard colors include all popular shades—flesh, black, smart displays that really convey an ing 

ivory, pink pearl, white pearl and gun metal. In addition, there idea of interest to the customer has be- ance 
tf is a practically unlimited variety of other colors—plain and | come an important factor in many grov 
pearlescent. The foot styles are designed for shoes with heel stores. It offers an unusual opportunity gran 

heights ranging from 0/8 to 24/8. for increased sales of wet-weather foot- since 

Fairy Forms have every feature desired in display forms— wear. Study your own merchandise Or 

daintiness, light weight, resiliency, washability and long wear, and ways of dramatizing its selling all 

and they are money-makers, as well as money-savers. | points from the customer’s angle. ine 

Let us send you an advance copy of our Ankle-Hi folder, To those who feel that rubbers are tivit 
showing the new forms in actual colors. Send your name right just a necessary side line to be carried in ¢ 

now and receive your copy in advance of our regular Fall | just to fill an inevitable demand, the who 
mailing. reminder is pertinent that proper pro- ing : 
| motion means more sales and more in tu 
SHOE FORM CO. Inc. AUBURN N y profit. Progressive stores seem to fee! a de! 
PLAIN-TOE TU-TOE qwounases . * | definitely that anything that they carry dition 

| deserves to. be presented as effectively and 

| as possible, in order that more people cided 

may be interested. In 

Manufacturers have done much to both 
make the new rubbers and galoshes quota 
more interesting to customers. If your the y 
advertising and displays bring out the may. 
good points that have been built into ce 






them, more sales will surely result. 
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National News 





Leather Show Reaction Favorable 





Improved Market Position Encourages New Colors, New 


Finishes and 


New YorK—A spirit of optimism for 
future business developments prevailed 
at the semi-annual Leather Show held 
by the Tanners’ Council of America, at 
the Waldorf-Astoria Hotel September 
16 and 17. There was a large atten- 
dance of manufacturers and retailers 
from all parts of the country, and 
much interest in new leathers was evi- 
denced by both manufacturers and re- 
tailers. 

Until recently, the uncertainty of 
war developments has resulted in super- 
cautious buying on the part of shoe 
manufacturers and retailers. Inven- 
tories were ruthlessly slashed in spite 
of growing evidence during the Sum- 
mer that purchasing power was ex- 
panding. Retail sales moved ahead of 
1939 levels, but wholesale volume in the 
shoe industry was rigidly curtailed. 
However, the sheer necessity of meet- 
ing consumer demand, the disappear- 
ance of exaggerated fears and the 
growing influence of the defense pro- 
gram have stimulated business sharply 
since Labor Day. 

One of the developments which made 
for this optimistic spirit was the 
amount by which retail sales have been 
going ahead. This increased sales ac- 
tivity in retail stores has been reflected 
in the confidence of manufacturers 
who expect good business for the com- 
ing seasons, and their confidence has, 
in turn, encouraged tanners. There is 
a definite, noticeable feeling that con- 
ditions will. show steady improvement 
and that shoe sales are taking a de- 
cided turn for the better. 

In spite of price advances seen in 
both hide and leather markets, current 
quotations are well under the highs for 
the year. The advances witnessed re- 
cently only partly retrace the ground 
lost since May. Both leather and shoe 
Prices, therefore, are low both actually 


New Appeals 





Dates to Remember 


Second Semi-Annual Seasonal Opening 

St. Louis Shoe Manufacturers’ Asso- 

ciation, Hotel Pennsylvania. New 
November 10, 11, 12, 13, 1940 


Shoe Manufacturers’ Spring Opening. 
Eugene A. Richardson, Mgr., Hotel 
New Yorker, New York City, 

November 10, 11, te, 13, 1940 


Spring Showing Shoe Manufacturers 
Board of Trade of New York, Hotel 
Vanderbilt, New York 

November 11, 12, 13, 1940 


Boston Shoe Fair, New England Shoe 

and Leather Association, Hotel Stat- 

ler and Parker House, Boston, Mass. 
December 2, 3, 4, 5, 1940 


Annual Convention, National Shoe 
Travelers’ Association, Morrison 
Hotel, Chicago, Dlinois 

January 4, 5 1941 


National Shoe Fair, Hotel Stevens. 
Chicago, Ill.....Jaonuary 6, 7, 8. 9, 1941 


Michigan Annual Shoe Fair (Jointly 
Sponsored by Michigan Retail Shoe 
Dealers Association and Michigan 
Shoe Travelers Club), Hotel Statler. 
Detroit, Mich...January 12, 13, 14, 1941 


Charlotte Shoe Show, Hotel Char- 
lotte and Hotel Selwyn, Charlotte. 
TE Gheacdoocs January 12, 13, 14, 1941 


Joint Annual Convention Southwest- 
ern Shoe Travelers Association and 
Texas - Oklahoma Shoe Retailers. 
Hotel Adolphus, Dallas, Texas. 

January 12, 13, 14, 15, 1941 





and relatively, with consumers continu- 
ing to obtain maximum value per shoe 
dollar. 
Apart from the direct demand for 
[TURN TO PAGE 34, PLEASE] 


Bids on Leather Boots 
For C.C.C, 


Boston, Mass.—Only five shoe manu- 
facturers submitted bids opened Sept. 
10 at the local Army Base on a lot of 
14,424 leather logger boots, without 
calks. Low bidder was the H. H. 
Brown Shoe Co., Inc., Worcester, Mass., 
with a bid for the entire lot of $3.60 
per pair, less a small discount. Other 
bidders included: 

R. P. Hazzard Co., 
6,000 pairs at $3.80. 

International Shoe Co., St. 
14,424 pairs at $3.87. 

Joseph M. Herman Shoe Co., 
14,424 pairs at $3.87. 

Chippewa Shoe Manufacturing Co.. 
Chippewa Falls, Wis., 7,000 pairs at 
$3.95; 7,424 pairs at $4.25; or 14,424 
pairs at $4.10. 

These boots are for use of the Civil- 
ian Conservation Corps on the West 
Coast. 

On the following day contract for the 
manufacture of these boots was award- 
ed to the H. H. Brown Shoe’ Co., Inc., 
of Worcester, Mass. 


Augusta, Me., 
Louis, 


Boston, 


Williams Buys Snyder Store 


CORVALLIS, ORE.— Roger Williams, 
former manager of the local Williams 
Department Store, has purchased the 
A. M. Snyder Shoe Store in this city 
and will operate it under the name of 
Roger’s. 


Hagberg Named 
Golden Rule Buyer 


GRANT’s Pass, Ore. — Ed Hagberg 
has been appointed shoe buyer at the 
Golden Rule. He has been connected 
with the shoe department here during 
the past 11 years. He succeeds Dewey 
Probst who resigned to open his own 
store. 

The new shoe store just opened by 
Mr. Probst is the only family shoe store 
in this city. 
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PROFESSIONAL 
BOWLING SHOES 
Men's Men's Women's 

Bal Oxford 
$2.75 
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Celebrates 84th Birthday 


Dover, N. J.—Selden J. Wildrick, 
veteran shoe retailer of Dover, N. J., 
and well known throughout Morris 
County, recently observed his 84th 
birthday. He is one of the oldest busi- 
ness men of his community, and one of 
the oldest shoe men in the state of New 
Jersey. 
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Leather Show Reaction 
Favorable 


[CONTINUED FROM PAGE 33] 


leather and shoes arising from the na- 
tional defense program, shoe producers 
and retailers are beginning to experi- 
ence the results of widespread gains in 
factory activity. Sales in the important 
industrial centers have been particu- 
larly favorable, pointing to the general 
prospect of good consumption in com- 
ing months. As a result, in fact, of the 
high level of retail sales, purchasing 
and inventory policies have had to be 
revised and leather as well as shoe 
markets have been very active in Sep- 
tember. 





Setzer with Saxon- 
Cullum Shoe Co. 


CotumsBia, S. C.—Joe E. Setzer, for- 
merly manager of the Jacqueline Slip- 
per Shop, here, is now connected with 
the Saxon-Cullum Shoe Company, also 
of Columbia. 


Selden J. Wildrick and his son, Robert, 
photographed on the former’s 84th 
birthday. 


Born on the Wildrick farm near 
Marksboro, N. J., he came to Dover 
when not quite of voting age to be em- 
ployed by the department store of the 
former George Richards Company, 
which in those days supplied most of 
the iron mining trade, a very thriving 
industry at that time in Morris County. 
Several years later when the G. R. 
Company enlarged their building, Mr. 
Wildrick was put in charge of a new 
shoe department in which capacity as 
footwear buyer and manager he served 
for half a century. In 1927 the depart- 
ment store was disposed of and early 
in 1928 he opened up a parlor type shoe 
store of his own in conjunction with 
his son, who had been associated with 
him for a number of years. 

Mr. Wildrick often remarks upon the 
transition in the shoe business from 
the peg bottom kip boots and congress 
gaiters for men and the scalloped top 
button shoes for women in former years 
to the present-day popularity of the 
oxford and glamour style footwear for 
year ’round wear. He still fills foot- 
wear orders from former customers 
who have moved to distant states in 
the union and as far away as Wuchow, 
South China. Notwithstanding his 
years he is still very active in purchas- 
ing stock and with floor service to his 
trade and he takes pride in fitting 
fourth generations of former custom- 
ers. 
Mr. Wildrick enjoys each week’s 
issue of Boor AND SHOE RECORDER, his 
favorite trade paper for the past quar- 
ter century. He has no plans for re- 
tirement, saying “I’m going to keep 
going as long as my health permits, and 
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THOUSANDS OF 
NEW CUSTOMERS 
every YEAR! 


When babies outgrow soft soles, 
parents look for walking shoes. 
Knowing the IDEAL trade mark 
they will be pleased to find Mrs. 
Day's Flexible Walking Shoes in 
your store. On their confidence 
and prior satisfaction you can 
solidly establish the future busi- 
ness of these parents. 


Ilustrated is a new, cool, flexible, 
perforated oxford ideally suited 


to warm weather selling . . . one 
of the many Ideal stock styles 
available. 


Write today for information on 
how to gain this great, profit- 
able group of new customers 
every year. 


MRS. DAY'S 


IDEAL BABY SHOE CO. 
DANVERS, MASS. 

















I feel quite well now.” His many 
friends extend congratulations and 
best wishes that the years to come may 
be kind to this veteran shoe merchant. 





Roz-In-Ize Move Offices 
And Factory 


Boston, Mass.—Roz-In-Ize, Inc., well 
known manufacturers of water-proofing 
compounds for use on leather, have 
moved their plant and offices from their 
former location at 570 East First 
Street, to 6 Power House Lane, South 
Boston. The new quarters are mre 
modern and larger, increased flvor 
space having been made necessary by 
the current increase in business. 
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TOM-BOY 


PRESTIGE and PROFIT are Truly Yours 


These orthopedic oxfords are Professionally Accepted because of their out- 


standing features: 


—Long inside counters 
—L&R Steel Shanks 
—L&R Shortback Quarters 


—One piece Vamp and Tongue 


No. 4157 
Tan Elk Oxford 
4%2-10 AAA-B) 
3%- 9 j $3.90 
Terms 5% 15: net 30 


PRESTIGE 


—L&R Wedged Heels 
—Seven Eyelets 

—In stock to size 10 
—Perfectly Proportioned Last 


SHOE MFG. CO. 


Milwaukee, Wis. 


AND PROFIT” 





The Mantle Falls on 
The American Designer 
[CONTINUED FROM PAGE 13] 


sibilities for the future. Color struck 
me first in these new collections.” 

To illustrate this point, Mrs. Snow 
then showed seven models on the plat- 
form, American Beauty, Elephant Grey, 
Oyster White, two shades of red—a 
“real” red and “lacquer red”—a royal 
purple and “Poison Green” were the 
colors worn. Bronze slippers were worn 
with the American Beauty of a very 
light shade; black suede shoes with the 
grey suit; brown suede with the “real” 
red costume; multi-color sandals with 
the purple evening dress, the sandals 
carrying out the colors of the jewels. 
Colorful, rich and exotic evening san- 
dals will be very important this Winter, 
according to Mrs. Snow. Even the 
debutantes want sophisticated clothes 
today. 

Bronze kid was mentioned as especial- 
ly important for street wear with black 
or brown this Winter and with prints 
in the Spring. Suede, in combinations 
with other leathers, is slated for Spring 
and Summer, Mrs. Snow believes. 
Shorter skirts—17 or 18 inches from 
the ground — will continue. Straight 
silhouettes for really smart evening 
dresses are “good news for all shoe- 
makers.” And vivid color for some 
time to come. “Our eye is in for color,” 
said Mrs. Snow. “Travelers from South 
America are bringing back tales of the 
marvelous clashing color combinations 


that they saw on the Indians there. 


The sets and costumes of Pene du 
Bois for the current musical shows, the 
work of our own artists — everything 
conspires to brighten the scene.” 


Travelers Resume Meetings 


Detroit, MicH. — Michigan Shoe 
Travelers’ Club resumed its regular 
meetings for the Fall season on Friday 
evening, Sept. 13. at the Statler Hotel, 
Detroit. The night was designated as 
“Honorary Night” for the old ex-of- 
fiers, who were to preside over the 
Meeting. Plans are to be discussed for 
the January convention. 


Dayton Shoe Retailers Elect Officers 


DAYTON, OHIO — Edward Blomquist, 
head shoe buyer of the Rike-Kumler 
Company, was unanimously elected 
president of the Dayton Retail Shoe 
Dealers’ Club at the annual dinner 
meeting held in the Hotel Miami on 
Sept. 11. Mr. Blomquist, who was vice- 
president of the organization during the 
past year, succeeds Paul W. Crawford, 
of the Crawford Shoe Company, who 
served two one-year terms. 

Carl Weber, III, was chosen as vice- 
president. Mr. Weber is in charge of 
the shoe department at The Metropoli- 
tan, a leading men’s store here. Harlan 
Krotts, in charge of juvenile shoes at 
Rike-Kumler Company, was named sec- 
retary. He succeeds Don Broughton, of 
Elder & Johnston Company, who served 
in that capacity for the past several! 
years. John A. Schoenhals, Jr., of 
Schoenhals’, was selected to serve as 
treasurer. He fills the place occupied 
many years by his father who passed 
away several months ago. Tom Rooney, 


of The Metropolitan, was clected ser- 
geant-at-arms. 

Decision was made to extend an invi- 
tation to the Canton (Ohio) Shoe Deal- 
ers’ Club to attend the Oct. 9 meeting. 
It is expected some 15 to 20 shoe dealers 
from the city will attend. 

President Blomquist immediately as- 
sumed his new post and asked for the 
closest form of cooperation from all 
members. Don Broughton, retiring sec- 
retary, warned the members that “this 
conscription program is going to take 
a lot of young men out of the shoe busi- 
ness and it will create a serious prob- 
lem for many of us.” He urged his 
listeners to give the matter much 
thought. 

Efforts are to be made to have a gen- 
eral meeting in November, bringing a 
nationally-known speaker to Dayton 
and inviting shoe dealers from various 
parts of the Miami Valley, as well as 
having the majority of Dayton shoe 
clerks in attendance. A committee on 
arrangements will be named by Presi- 
dent Blomquist in the near future. 





Bernard A. Young 


Boston, Mass.—Bernard A. Young, 
a member of the sales and sales pro- 
motion staffs of the Panther Panco 
Rubber Co., of Chelsea, Mass., died re- 
cently at the Baker Memorial Hospital 
in this city at the age of 63 years. 
Although he had been with the Panther 
Panco company only since January of 
this year, he had behind him long years 
of experience in sales and sales promo- 
tion for such firms as the Armour 
Leather Company, the Lima Cord Sole 
and Heel Company, and F. C. Donovan, 
Inc., having begun his sales career with 
Armour in 1910. As a member of the 
Panther Panco staff he covered the ter- 
ritory from New York to Virginia, as 
well as doing promotional work in the 
New England states for the Pan-Cord 
division. 

Mr. Young was born in Lawrence, 
Mass., but his family moved to Dor- 
chester when he was still a boy. His 


education was received at the Dorches- 
ter High School and at the Suffolk Law 
School of this city. 

He is survived by his mother, Mrs. 
Mary A. Young, of Dorchester; his 
widow, a daughter and an adopted son, 
all of whom live at the family residence 
in Cohasset, Mass. 


Nathan Auslander 


BROOKLYN, N. Y.—Nathan Auslander, 
former shoe retailer who had been re- 
tired for the past 20 years, died at his 
residence recently. Well-known in the 
retail shoe business in the early 1900’s, 
he retired at the early age of 45. 

Mr. Auslander is survived by his 
widow, two sons, Harry, manager of 
Herman’s Shoes of Harrisburg, Pa., and 
George, of Asbury Park, N. J.; two 
daughters, Mrs. Edward Weiss and 
Mrs. Louis Gastman, Jr., of Brooklyn. 
He was 65 years old. 
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Shoe Guild Cooperates 
In Fall Promotion 


PHILADELPHIA, Pa. — An example of 
newspaper cooperation, united action 
on the part of a group of representa- 
tive merchants, an agreed upon date 
for the opening of a new season, and, 
last but not least, a hint to the woman 
shopper as to what will be the basic 
style trend for the coming Fall, were 
all combined in a recent activity of the 
Philadelphia Shoe Merchants Guild of 
this city. 

This organization, composed of Chest- 
nut street merchants specializing in the 
highest types of shoes, has in the course 
of its career inaugurated many new 
practices, all of which have functioned 
successfully, as reported from time to 
time in Boor anp SHoe RECORDER. 
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Crisp Weather Speeds Sales in Chicago 





Back-to-School Promotions Another Factor in Quickening 
Pace of Retail Shoe Selling—Black Suede in First Place 


CuHIcaco—A succession of crisp Fall 
days following Labor Day brought shoe 
buying up to an accelerated pace in 
the Chicago area. Merchants, both in 
downtown and outlying areas, reported 
excellent sales, stimulated not only by 
favorable weather but by back-to-school 
purchases as well. 

Chicago shoe retailers have been pay- 
ing special attention to Fali style pro- 
motions, with considerable interest in 
materials and in unusual trims. Nearly 
all stores are promoting plastic mate- 
rial in one manner or another. Chas. 
A..Stevens & Co. devoted one complete 
advertisement to it, part of which read 
“Shades of Cinderella . . . only instead 
of glass slippers, yours will be of black 
suede with Vinylite, an exciting new 
light-as-air plastic that gives to your 
foot, fits beautifully, shows off your 
instep and sheer, sheer  hosiery’.” 
Maling Brothers, first to feature them 
in the low priced field, promoted Crys- 
talite as “Shoes with Windows.” 

In regular selling, black suede con- 
tinues to lead with a number of all 
black and black coordinated accessories 
promotions. Carson Pirie Scott & Co. 


has been featuring “Ace Black” 
“Deep back that makes your feet smal! 

. ties up with every color scheme.” 
Brown, however, is coming up rapidly 
and in alligator is outselling blac! 
Wine and blue are selling in sma 
quantities. A reddish brown, reminis- 
cent of luggage tan and other simila: 
shades, is receiving considerable atte: - 
tion being featured by Joseph’s as I: 
dian Copper and by Stevens as Indian 
Penny. Practically all suedes have some 
trim — Vinylite, alligator, calf, silk, 
braid or patent. 

Pumps lead in styles sold in prac- 
tically all materials and colors rang- 
ing from the very dressy trimmed and 
open toe versions to the wailed |: 
tailored effects. Marshall Field & ( 
devoted a complete ad featuring + 
fact that “Pumps are Preferred th 
Fall” and described them as natur: 
for that slim-lined cylinder silhouette 
—for walking, partying, almost every 
conceivable occasion—pumps hold high 
honors this Fall.” O’Connor & Goldberg 
are especially featuring military pumps 
with short square toe lasts and square 
heels. 


_ 


anne > 





The promotion referred to above was 
forecast in a brief news item telling 
of a special meeting of the Guild in 
a recent issue. At that meeting it was 
decided that September 8 would be the 
date upon which members of the Guild 
would announce the showing of their 
Fall shoes, that such as wished to would 
have their individual advertisements 
appear in Philadelphia newspapers of 
that date, and that the Guild as an 
organization would also take space, 
announcing the general purposes of 
the guild as an organization. The pro- 
motion committee of the Guild was 
given full authority to act, securing 
such editorial cooperation as the publi- 
cations might care to extend. It was 
also agreed that shoes supplied for 
editorial presentation, as well as those 
that be used in the individual advertise- 
ments of the houses, should be mem- 
bers of the pump family, thus giving 
a Guild endorsement to what is likely 
to be the dominant style for the sea- 
son. 

There was no effort to group the 
individual advertisements of Guild 
members in the publication. They were 
scattered all through the women’s sec- 
tion, but each ad carried either the 
Guild insignia or a line stating that 
the house was a member of the Phila- 
delphia Shoe Merchants Guild. As a 
matter of style interest the publica- 
tion devoted a page to display of 
fall shoes, all of which were supplied 
by Guild members but shown without 
mention of the Guild. 


Packard-Rellin Co. in 


New Store 


MILWAUKEE, Wis.—The Packard-Rel- 
lin Co. is now located in its new $30,000 
store here at 314 W. Wisconsin Ave. 
The new shoe salon is air-conditioned, 
is equipped with fluorescent lighting 
and all stock is concealed. It is fitted 
with a cream-colored structural glass 
front with darker trim beneath the 
windows and twin doors entirely of 
plate glass. The new building was 
erected on the site occupied by the com- 
pany for the last 14 years. 





Enlarging Shoe Department 


ELKHART, IND.—Jack’s Bargain Cen- 
ter reports immediate plans to enlarge 
their shoe department for their store 
at 202-204 South Main Street. A larger 
stock of footwear will be carried and 
greater space will be given for their 
shoe sales. 





Shoes for Tall Women 


New York —Clothes for the tall 
woman were featured at a style show 
given recently by Peg Newton, stylist, 
at the Helena Rubinstein Salon on 
Fifth Avenue. Shoes especially de 
signed for the long, narrow foot were 
supplied by I. Miller, 450 Fifth Avenue. 
This store, it was explained, carries 
up to 11 AAAAA. 
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Five models, above the average in 
height, showed how coriect clothes 
could minimize this height. They were: 
Elizabeth Reller, 5 ft. 10 in., star of 
Columbia Broadcasting System’s radio 
serial “Young Dr. Malone”; Peggy 
Steele, 5 ft. 9 in., magazine cover 
model; Mary Dowell, 6 ft. 2 in., show- 
girl at Billy Rose’s Diamond Hose- 
shoe; Anne Francine, 5 ft. 11 in., 
chanteuse; Betty Curry, 6 ft., selling- 
model for R. H. Macy & Co. 

Among the treatments in shoes de- 
siened to foreshorten the foot were 
open toes; windows below the instep; 
openings at the sides and at the sides 

the backs; pleatings and tuckings; 

id, in evening slippers, open backs. 

mps with roll-over tongues above 

.all windows were particularly effec- 
ive, for wear with daytime, afternoon 
and informal evening clothes. Particu- 
larly striking was the black elasticized 
D’Orsay stepin worn by Miss Newton, 
herself 5 ft. 10 inthe V-throat and 
the definite D’Orsay cut tended to de- 
tract from the length of her foot and 
to emphasize the trim lines. 

Cocktails were served, and correct 
meke-up, coiffure and posture were 
demonstrated. An amusing part of the 
program was a demonstiation by Mme. 
Olga, exercise artiste of the Rubinstein 
salon, showing exercises which will aid 
the tall woman in achieving grace. 


Modernization Program 


CEDAR RAPIDS, Iowa— Lober’s shoe 
store, 213 Second Sireet S.E., has com- 
pleted a remodeling and enlarging pro- 
gram at an approximate cost of $3,000, 
according to M. A. Silver, manager. 

The front has been raised 18 inches 
to bring merchandise nearer the eye 
level; rounded glass windows were in- 
stalled and a white marble overfront 
erected. Fluorescent lighting has been 
substituted in both windows and in- 
terior and new chairs and rugs added. 


Men’s Shop in Larger Store 


RocHester, N. H.—A larger and 
modern store has been opened at 65 
North Main Street, this city, by Car- 
ignan’s Men’s Shop, which is a dealer 
for Faithful Four shoes. The firm 
formerly occupied quarters at 86 North 
Main Street. 


Brown Plan Explained 


St. Lovis—An interesting explana- 
tion of the Brown Plan appeared in the 
September 1 issue of Sales Manage- 
ment, the article being based on an 
interview with Clark R. Gamble, vice- 
President in charge of sales, Brown 

Company, “Brown Takes the 
Gamble Out of Retailing for 340 Shoe 
Merchants” is the title. 

Some of the reasons why the small 
shoe retailer does not make money were 
summed up by Mr. Gamble as follows: 
he suffers from an unbalanced stock; 
be lacks a sufficient and efficient sales 
forecast; he fails to stock price lines 


real source of profits. 
Inquiries invited 


357 Fourth Avenue 


Ud 


PT 





Our factoring service makes it possible 
for the shoe executive to devote full time 
to production and selling activities—the 


Branch Offices 
LYNCHBURG, VA. GRAND RAPIDS, MICH. 
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WILtiaM IsEuin & Co., INC. : 


FOUNDED 1808 


J actors... 


for Manufacturers 
and Selling Agents 
of Shoes, Leather 
and Allied Products. 


NEW YORK 


LOS ANGELES, CALIF. 





Soapbox Derby Entry of Shoe Store 


Abe Baker, manager of Jay’s Shoe Store, Montgomery, Ala., got a lot of good 


advertising when some 10,000 


people heard the announcer in the soapbox derby, 


here, call, “Jimmy Lyons riding for Red Goose Shoes.”’ 


MONTGOMERY, ALA.—Abe Baker, 
manager of Jay’s shoe store, looks with 
much favor upon the soapbox derby as 
an advertising promotion. Immediately 
after the close of the derby here, he 
subscribed to the 1941 derby. 

The announcement, “Jimmy Lyons 
riding for Red Goose Shoes,” before an 
audience of some 10,000 people that wit- 
nessed the finals of the soapbox derby, 
is thought by Mr. Baker to be one of 
the greatest plugs his line of shoes 


ever had. The announcement was made 
four times, the Red Goose entry staying 
in the race until the final climinations. 
The derby, promoted by a local news- 
paper, was preceded for a week by dis- 
play of the soapbox “autos” on the side- 
walks in front of the business houses of 
their sponsors, and by an entire news- 
paper section of advertising and pic- 
tures of the entrants in their soapbox 
“cars” on the day before the derby. 





that cover the volume market; his 
turnover is too low; he lacks proper 
analysis on price line, size and width 
requirements; he has excessive mark- 
downs of odds and ends and surplus 
merchandise; his capital invested is out 
of line with sales volume; he lacks an 
efficient stock control system; he fails 
in his control of expense or indebted- 
ness; he has no definite plan of opera- 
tion to help meet present-day competi- 
tion. 

The interview goes on to explain just 
how a plan like that offered by Brown 
Shoe Company can eliminate or sub- 


stantially reduce these evils, allowing 
both the retailer and the manufacturer- 
sponsor to realize a profit. 


Covers Denver-West 
For Jerro Bros. 


Los ANGELES, CALIF.—Charles E. 
Cook is now representing Jerro Broth- 
ers, in the Denver-West territory, a 
section he has covered for several well- 
known houses for a number of years. 
Headquarters, while Cook is in this city, 
will be at the Hotel Biltmore. 
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How to Sell Shoes 


[CONTINUED FROM PAGE 22] 


and want to shop where personal 
friendliness makes them feel at home. 

The success of many a neighborhood 
store is due to the fact that the resi- 
dents can walk in with a “Hi, Bill” or 
a “Hullo, Jane” to the clerk. They have 
absolute confidence that they will not 
be “sold” something that is not to their 
best interests. With this confidence, 
born of a friendly, family feeling, they 
are welded to the store so closely that 
they can be shown all the new things 
as they arrive and either buy them on 
the spot or do a priceless job of word- 
of-mouth advertising to their neigh- 
bors. They learn to rely on the clerk’s 
judgment and advice. They discuss 
their most intimate foot problems with 
the assurance of friendly assistance. 
Too much stress cannot be laid on this 
“Make friends and win customers” 
idea. Of course, we do not advocate 
slapping the new-comer on the back or 
flipping his tie out of his vest but we 
do sincerely advocate promoting the 
utmost friendliness consistent with re- 
spectful decorum. 

Having sold your personality to the 
customer by your attitude, seat her 
where the lighting and mirrors may be 
used to the best advantage. Then pro- 
ceed to gain her complete confidence by 
removing BOTH shoes and measuring 
BOTH feet for possible differences in 
length, width or conformation. Never 
look in the old shoe for a size, as this 
tends to weaken the customer’s confi- 
dence in your fiiting ability and THE 
OLD SHOE MAY HAVE BEEN MIS- 
FITTED. 

In this day of keen competition it is 
necessary to impress the customer with 
the fact that you are as professional 
as her favorite physician. Taking both 
shoes off will make it easier for you to 
slip both new shoes on her feet so that 
she will feel perfectly balanced. Even 
a slight difference in heel heights be- 
tween a new and an old shoe will cause 
an unbalanced walk and may react to 
the disadvantage of the new shoe. 





Usually old heels are run over and if 
one heel is lower it throws the posture 
completely off balance. Never approach 
the customer with one shoe—bring them 
both. Sales resistance is greatly de- 
creased by fitting both feet at the same 
time. If you want to use the old shoes 
as a comparison, place them, as a pair, 
within her line of vision beside the 
fitiing stool. Your own experience will 
convince you that in trying on a new 
shoe, while one looked nice, your de- 
sire to keep them on was doubled when 
you had both shoes on, and you didn’t 
want to take them off when you saw 
how shoddy your old pair looked. Hav- 
ing both shoes on more than doubled 
your desire to own them—you felt 
dressed up—perfectly balanced, trim, 
neat and well shod. 

Never put a shoe in the customer’s 
hands. Her critical eye may find some 
fancied defect and lose the sale. The 
shoes belong on the feet—not in the 
hands. That is where the real test is 
made. Many, many times have I had a 
customer remark on seeing a_ shoe, 
“Oh, I couldn’t wear that shoe.” The 
cusiomer’s eye is no correct guage as 
to the width, length or fitting quality of 
a shoe. 

First impressions of a new shoe may 
have a very deciding influence on the 
sale. Beauty is of first importance, 
whether it be beauty of design, pattern 
or the beauty of line in a plain tailored 
nurse’s oxford. Learn to balance a 
shoe delicately on three fingers to make 
it stand out in all its alluring beauty of 
style and appeal. 


Cooperate in “Barrels of 
Shoes” Campaign 

OsHKOSH, Wis.—Snyder’s Bootery 
here, in cooperating in the “Barrels of 
Shogs” collection, has announced that 
for “every pair you bring in, we will 
throw one in the barrel, too.” The store 
is attempting to raise a barrel of shoes 
weekly in its drive. 


Michigan Travelers Hold 
Successful Show 


Detroit, Micu.—A large number of 
retailers and salesmen attended the sec- 
ond Fall Show of the Michigan Sho 
Travelers at the Hotel S.atler, Detroit, 
recently. Heaviest attendance was com 
posed of upstate buyers with local re 
tailers coming in the latter part of the 
day and evening. Fall buying while not 
spectacular was consisient throughout 
the day and evening. The favorite 
seemed to be ladies’ novelty shoes i: 
black, mostly in suede. There were also 
several calls for brown shoes of which 
there was an obvious shortage at the 
show. Some numbers were shown with 
inlays of Vinylite. “What I believe 
will be the outstanding shoe for the 
coming Winter,” said Sam Kane, chair- 
man of arrangements for the show, 
will be a shoe of crushed leather, which 
we will exhibit at our next show.” 

Oct. 7 is the date set for holding the 
Travelers third monthly showing, at the 
Hotel Statler. 


Julian & Kokenge Hold Outing 


CoLumBus, OHIO—The Julian & 
Kokenge Co. leased Zoo Park, Colum- 
bus, recently, for the annual outing of 
employees and their families, with 
more than 3000 attending. Company 
furnished buses for transportation to 
and from the scene, prizes, cash awards, 
souvenirs, and the “trimmings” to the 
picnic dinners taken by the families. 
Sports, contests, baseball game, and 
dancing were on the program. Max 
Summerman was chairman of the com- 
mittee, aided by Harry Payne, Ear! 
Beits, Andrew Mowth, Mabel Parker 
and Jennie Woodruff, Howard Lape, 
Sr., Howard Lape, Jr., and Herbert 
Lape, executives of the concern, also 
participated. 


Army to Buy Overshoes 


Boston, Mass.—The local Quarter- 
master Depot has asked for bids on 
67,580 pairs of cloth-top, Arctic over- 
shoes. Bids are to be opened Sept. 23. 








Point-of-Sale. 





If every salesman on the floor would read 
his Recorder each week, we would have 
more satisfied customers and less shoes 
returned. For the Recorder is the only 


shoe publication that does a real job at 

















er of 
e sec- 
Shoe 
etroit, 
; com 
al re- 
of the 
le not 
ghout 
vorite 
yes in 
e also 
which 
at the 
1 with 
yelieve 
yr the 
chair- 
show, 
which 
” 
ng the 
at the 


ating 
ian & 
Colum- 
‘ing of 

with 
mpany 
tion to 
wards, 
to the 
imilies. 
e, and 

Max 
1e com- 
, Earl 
Parker 
Lape, 
Terbert 
n, also 


uarter- 
yids on 
c¢ over- 
t. 23. 





BOOT ann SHOE RECORDER, September 21, 1940 





Full Wing Tip 
Brogues, with 
double soles. On 
the famous 119 
Last—British Tan 
Calf. No. 9298. 


325 ARCH ST. 





WORLD FAMOUS 


ENGLISH SHOES 


Manfield 


OF NORTHAMPTON 
NOW CARRIED IN STOCK IN U. S. A. 
HERE IS ONE OF MANY STYLES 


Write for Catalog 
DISTRIBUTING DEPOT FOR U. S. A. 


MANFIELD & SONS 


PHILADELPHIA, PENNA. 


Stocked in 
Widths Sizes 
A—8-12 
B—7-12 
C—6-12 
D—6-12 











sented in pre-Easter selling and urged 
manufacturers to create a definite shoe 
for this season. Charles Jones, Jr., of 
the Commonwealth Shoe and Leather 
Co., represented the manufacturers in 
the higher priced lines. He gave tan 
and white as 54 per cent of last sea- 
son’s sport shoe business, an increase 
of 15 per cent over 1939. The all-white 
proportion is getting smaller, he said, 
accounting last season for from only 23 
to 26 per cent of the sport business. 
Arthur Adler, of Adler Shoes, report- 
ing the lower priced lines from the 
retailer’s standpoint, stated that all- 
white was better than the tan and 
whites in their stores last season al- 
though the latter showed a steady in- 
crease in volume and were three times 
better this year than before. He pre- 
dicted that the tan and whites would 
ultimately lead with the all-whites sec- 
ond. Casual shoes are becoming in- 
creasingly important and, he said, can 
account for a good volume among men 
who never bought sport shoes before if 
they are properly promoted. Mr. Adler 
saw no reason for Spring and Summer 
business not being good despite the fact 
that a lot of men will be in the army. 
Giving the picture from the stand- 
point of the lower price manufacturer, 
Kenneth Bruce, of the Eastern Division 


Urge Drive to Lift Men’s Sales 


[CONTINUED FROM PAGE 26] 


of the International Shoe Co., presented 
an optimistic outlook for future busi- 
ness in spite of conscription. The trend 
to color and style appeal will be essen- 
tial factors in fitting the eye as well as 
the foot in future business, he said. 

Following Mr. Bruce, Ruth Kerr, of 
the Calf Tanners’ Association, gave the 
color picture for Spring, introducing 
the new colors and telling where each 
fitted into the Spring style picture. 
Concluding the meeting, Mr. Hess called 
on several men in the different phases 
of the industry who reported on lasts, 
patterns and sole treatments. 

Howard Vining, of Jones & Vining, 
stated that the walled type last was the 
most important development for Spring. 
A. C. Cuiter, of the Alfred Hale Rubber 
Co. reported a tendency to thinner 
rubber soles. Crepe soles showed a drop 
but present indications are that they 
will be back in the picture fairly good 
but not in the volume of a year ago. 
Mr. Packard, of the Avon Rubber Co., 
predicted a strong demand for the red 
rubber sole, especially so in the air 
wedge treatment. Edges will be fairly 
thick but on the whole they will be 
much lighter in weight. D. R. Lane, of 
the Dunbar Pattern Co., said that there 
would be a definite trend to smooth, 
sleek sport shoes. 


and & 


Hs Left and Right Rubber Heels 


Keep Your Customers 


Walking Straight .. . 


TRMORS. 


- 


Straight back for MORE 


The only scientific level- 
wear heels, with extra 
pads of tough rubber on 
the outer edges where 
the wear comes, these 
energy-saving _level- 
treading I T S heels 
help give your shoes 
a reputation for extra 
comfort, smartness and 
economy. That’s why it 


pays you to specify I T S on all your repair 
work. Write us today for the whole profit story. 


THE ITS CO., ELYRIA, OHIO Hs 


Defense Program to Give 
Buying Impetus 
[CONTINUED FROM PAGE 15] 


“We have witnessed in the last three 
or four weeks the growth of a more 
intelligent understanding of hide and 
skin supplies in South America as well 
as an increasing awareness of what 
national defense may do to the buying 
power of 130 million consumers. Paral- 
leling this changed trade psychology, 
a familiar phononemon a leather buy- 
ing movement has affected our markets. 
Leather sales have risen sharply and 
shoe manufacturers have found marked 
increases in shoe orders. 

“Disregarding the direct demands 
which the Government may make upon 
our industries, keeping in mind only the 
consumer demands which are likely to 
be filled, prospects in the shoe and 
leather industry are favorable. Whether 
we needed it or not, substantial correc- 
tion has taken place in the inventory 
position of both shoes and leather. 
Growing purchasing power confronts 
us with the likelihood that goods will 
move at retail at least as well as at 
any time in the past decade. These 
conclusions seem to be sound regard- 
less of the immediate course of events 
abroad.” 





Attractive bird design in 
orange and brown on a buff 
background. Ticket in harmo- 
nizing colors. 

















CARD HOLDERS 
Two styles available: Netural 
wood finish as illustrated 
above; or oval base-burnished 
gold—three color trim. These 
modernistic holders take any 
size card, and harmonize with 
the finest window display fix- 
tures. 


Supplied with annual services. 
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Everyone Passing 
is a Possible Prospect 
SELL THEM 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 
women's hosiery, store service, fitting, quality, styles. 
Single cards, 60¢ each—without text, 35¢ each 
(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 


WITHOUT STORE NAME: 6 dozen, $1.10—I2 dozen, $2.00 
WITH STORE NAME: 100 fickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 





Polly Clips 
Pouy Cup For Price Tickets — Adjustable 


for Price Tickets —Tilt at any angle. 


Recorder Stock Record 
Tickets 


for shoe cartons. Cyclone clips 
included. sesaeses 








No. 
Polly Shoe Holder iin. 
to display arch, branded, and a 














5 fibre-sole shoes. Always re- 
Pour Snoe mains in upright position. 


Hovper. seaaeasea 
Pat Peacing SEE 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combino- 
tions: corn with green border, or buff with 
green border. Choice of forty selling 
phrases, or blanks. 


12 dozen printed or Ment er 

















(Cross out 


@ 35¢ per fifty, in following 


6 dozen (printed or blank 1.10 
| dozen (printed or blank 0.25 


ee er ee tt 


SPECIAL: 


Combination of one gross Polly 
Clips and ~~ Arrows, only 
5.00. 


s Hosiery. 


SERVICE 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STCRE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 


their merchandising program. 


SHOW CARD 





PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35¢ per fifty, additional. 


STORE NAME ———L_>=_]SSSSSa——____. 
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or include exchange. 


If for any unforeseen reason 


we wish to discontinue ser- 
for 


For 





SERVICE MONTHLY HOLDERS Tenure 
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No. 1 $5.00 6 100 
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per month. 
additional 


No. 2 4.00 4 100 





+ per year, 


$ 
card holders. 


3.00 50 


month 





» we agree to pay $1.00 


2.25 




















FOR 





For this service we will pay 
cash in advance, full year’s 
service, 5% discounts. Checks 
from foreign subscribers 
must be drawn on U. 

vice before expiration of or- 
each month's service deliv. 
ered, and agree to return the 


banks, 
der 
per 
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Check, with order, please, unless C.0.D. 
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‘Orange & “V"—Green & Yel- “S"—Brown & Red ‘*W’? — Luggage 
brewn on buff lew on white back- on deep ae} back- tan & green on 
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for Card Service No. 





fifty, additional. 





continuing monthly for 
PRINTED TICKETS, at 35¢ per 


month, OR 


service), ........ 


beginning with September 
ers (with the 


Please enter our order for the 
Recorder “Selling Messages,” 





year, 


SIZE: 1/2" x 234”—Prices on opposite page. 
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SALESMEN WANTED 


FOR SALE 


POSITION WANTED 





MANUFACTURER who makes a complete 
line of men’s and boys’ work and service 
shoes wants experienced salesmen to sell the 
department stores and retail trade. When in- 
quiring state full particulars and territory cov- 
. Territory open—Most states west of 
Mississippi: also Ohio, Maryiesd, Ds Siewen, New 
western New assachusetts, 
thode” Island, Connecticut, Vireinin ia. Ilinois, 
ys W C., western Pennsylvania. Ad- 
dress £375, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 


WE HAVE AN 
NUSUAL 

OPPORTUNITY 

FOR SALESMEN 
that are producers, for our factory line of 
Boys, Misses and Growing Girls Welts and 
McKays that retail from $2.00 to $3.00. All 
styles carried in stock. Territories—Minnesota, 
North and South Dakota—Missouri—Oklahoma, 
Arkansas—North and South Carolina—Georgia. 
Commission payable weeklv. Give complete de- 
tails in letter. Address $889, care Boot & Shoe 
een, 100 East 42nd Street, New York, 

*% # 








ELL KNOWN manufacturer of Beach and 

Play Shoes requires top-notch salesmen all 
territories east of Mississippi. Commission basis. 
Full particulars, references first letter. Address 
$884, care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 


S HOE salesman, high grade women’s line. Op- 

portunity for ambitious retail man to sell 
on road. rite fully. Salary. Address 2883, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 








LINE WANTED 


S ALESMEN—with many years’ experience in 

New York State and City; New Jersey; 
New England, contacting retail shoe stores and 
departments, wishes to represent shoe manu- 
facturer in that territory. Has sold Men's, 
Women’s, Children’s shoes. Knows the retail 
trade thoroughly. Last connection 16 years. 
Excellent references. Ready to go. Address 
2890, care Boot & ig Recorder, 100 East 
42nd Street, New York, N. Y. 








BUSINESS OPPORTUNITY 


PROFIT and opportunity unlimited on my 

re method preserving baby into 

Ends and Mantel pieces. Instructions 

pa reasonable. Write—M. E. Watson, Belle- 
fontaine, Ohio. 








FOR LEASE 


S HOE DEPARTMENT — Largest Ladies’ 

Fashion Wearing Apparel Store in West- 
chester County desires lease shoe department 
to live operator. Apply I. CITRON, 285 Madi- 
son Avenue, New York. 





STABLISHED corrective shoe store with 

good following. High-grade line. Operat- 
ing record good. [Excellent opportunity for 
man with orthopedic experience who has be- 
tween $4,000 to $6,000 cash. Address $859, 
care Boot & Shoe Recorder, 209 So. State 
Street, Chicago, Ill. 





HELP WANTED 








SHOE STYLIST, DESIGNER 
Must be thoroughly experienced. One capa- 
ble of discerning footwear styles and trends 
and with real creative ability will find this 
an unusual opportunity. National organiza- 
tion operating retail stores in principal cities. 
Salary dependent on ability. Give full par- 
ticulars, age, experience, etc. 

Address 885, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York, N. Y. 














DEPARTMENTS FOR RENT 





YOUNG woman, college educated, ex 
perienced in women’s and juveni!« 
retail selling and management; als 
orthopedic demonstration and detai! 
work. Clinic-trained in shoe therapy 
orthopedic fitting and arch brace ad 
justment. Left last employment own 
volition. Can supply excellent recom 
mendations, customer and professional 
testimonials. Would like to work up in 
crease business for enterprising firm. 
Address ¢886, Care 
BOOT & SHOE RECORDER 
100 East 42nd Street 
New York, N. Y. 











UITTING BUSINESS, 

reliable and aggressive. 
reliable concern in Pittsburgh area. 
2887, care Boot & Shoe Recorder, 
t2nd Street, New York, N. Y. 


Married, Age 

Desires position w 
Addre s 

100 East 





] NDIVIDUAL RESPONSIBLE EXPERI- 
ENCED SHOE MAN has the opportunity to 
For further 


lease established shoe department. 
Inc., 225 


details see or write The Lauber Co., 
W. 34th St., N. 





WANTED TO PURCHASE 








Buyers of Surplus Stocks 


We Ue ty arin @ cite date tf ane 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 





MANAGER—BUYER -with 20 years’ ex; 
rience in store or department; Thoroughly 
familiar with every phase in the retail sh 
business. Stock control; low inventory; clea: 
stock; good turnover. Also know the shoe ma 
ket. Fine references. Age 39 years. Married 
Address $888, care Boot & Shoe Recorder 
100 East 42nd Street, New York, N. Y. 








WANTED TO PURCHASE 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 

IRVIN RUBIN 
The tlouse of Jobs 
88 Reade St.. Cor. Church 

Phone Barclay 7-7887. New York City 





BUYERS OF 
MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash a or complete shoe stocks. 


BA S. 
14 8S. Third St. Philadelphia, Pa. 


Phone Market 91 

















Opens Modernized 
Shoe Department 


SPRINGFIELD, Mass. — Albert Steiger 
Co., large department store here, has 
opened its modernized shoe lounge on 
the main floor. 


| SHOE STORES WANTED 


FOR CASH 
retailing men's, women’s shoes from 
and up having short term leases. 
Write in confidence to 

A. L. BARIS, Pres. 
BARIS SHOE 63. Inc. 
79-81 Reade St., York 

unusual references on a Ban 


$6.50 

















The semi-circular lounge is _ set 
against a background of blond prima 
vera wood and features comfortable 
armchairs and deep carpeting. 

Practically all brands of women’s 
shoes are carried. Adjacent to the new 
lounge is the $5 shoe section. 





address 





should be counted. 
ee ee ee ee advertisements is $5.00 an inch with a maximum of 46 words. 
Classi is in advance. 
- y+ shan sommerf oD "this page must be in our New York office on Friday of the week preceding publication. 


the rate is 7 am ont word. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 


mum charge, 75 cents. For all other classified advertisements 
fie ee Saeee Gated Giles Seaiay ebeae Be abtel Ser Se odtvem. 


Minimum charge, $1.25. 
all other cases each word of the 
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ALL ROOMS AIR-CONDITIONED 








Saks Fifth Avenue 
Opens Detroit Unit 


Detroit, MichH.—Saks Fifth Avenue 
opened its latest unit and Detroit’s new- 
est women’s shoe and apparel store, re- 
cently. The night before the opening, a 
cocktail party was given for leading 
Detroit merchants, manufacturers, ex- 
ecutives and salesmen of the Saks Fifth 
Avenue stores, and members of the 
Detroit staff, at which the new store 
was previewed. About 10,000 people 
attended the formal opening the next 
day, a high percentage of which were 
actual buyers. 

The new store is located at the inter- 
section of two of Detroit’s prominent 
boulevards, Second and West Grand. It 
has large plate glass windows on three 
sides in which its merchandise is dis- 
played in a simple but attractive man- 
ner. One figure is displayed in each 
window with an appropriate background 
for the particular type presented and 
with proper accessories grouped around 
the figure. 

The shoe department, occupying ap- 
proximately 4000 square feet of space, 
is on the main floor, easily accessible 
from the street through large glass 
doorways, which afford an _ uninter- 
rupted view of the interior. The walls 
are a soft grey outlined with a fresco 
in oyster white. Tapestry draperies in 
delicate blue lend accent to the picture. 
Display tables and furnishings are in 
natural maple with settees and chairs 
upholstered in French blue and in rose. 
Stock rooms are concealed behind blue 
portiers. 

Fluorescent lighting has been in- 
stalled, and heavy glass doors and huge 
mirrored columns throughout the store 
give the impression of opening directly 
upon the street. Special attention has 
been given to indirect lighting which is 
worked around cornice mouldings. 

Recessed mirrored niches contain at- 
tractive merchandise displays. Adjoin- 
ing are display cases and counters 
where accessories—hose, gloves, costume 
jewelry, etc—are sold. 


Ohr with Rike-Kumler Co. 


Dayton, On10—Carl Ohr, formerly 
in charge of Dr. Scholl’s department at 
Bloch’s in Indianapolis, has joined the 
ladies’ shoe department at the Rike- 
Kumler Company, a leading department 
store here. He was introduced to the 
local shoe fraternity during the recent 
dinner meeting of the Dayton Shoe 
Retailers’ Club. 


Open Remodeled Store 


SAN FRANCISCO, CALIF. — Hitten- 
berger’s have opened their newly re- 
modeled store at 1117 Market Street. 
The first floor space has been enlarged 
and now occupies twice the space for- 
merly used. Practically all of the 
ground floor has been given over to the 
shoe department which previously had 
been on the second floor. 

Attactive modern show windows are 
cn each side of the two entrances, with 
an island window in the center. Upper 
parts of the windows are finished in 
soft ivory, and the backgrounds tinted 
a soft creamy yellow. Semi-concealed 
light fixtures are indented into the win- 
dow ceilings. 

Stocks of shoes are kept on shelves 
behind sliding doors on each side of the 
spacious interior so that no stock is 
visible except when a salesman opens 
the proper door for a moment to secure 
models to be shown to customers. 

The center floor space is divided into 
two fitting rooms, each surrounded by 
paneled walls three feet high. The front 
section encloses the men’s department, 
and the other is for the women and 
children shoe fittings. Each section is 
equipped with comfortable upholstered 
maple finish chairs. 

All woodwork is finished in an at- 
tractive natural maple, and the walls in 
a very delicate light green shade. 
Crystal light fixtures through the cen- 
ter supply indirect lighting giving 
almost a daylight effect. 

A. F. Fitscher who has been with the 
C. H. Hittenberger Co. for a number of 
years, is manager of the newly enlarged 
shoe section. 


Wells to Manage Weber Store 


SPOKANE, WASH.—Delbert Wells, for- 
merly of Spokane, has gone to Prosser, 
Wash., to take over the management 
of the Weber Shoe store in that city. 
The Weber is owned by L. R. Jerrard, 
of Coulee Dam. 


Store Observes 
10th Anniversary 


SPOKANE, WASH.—The 10th anniver- 
sary of the Savon Shoe Shop, W 801 
Riverside, was observed recently. To 
celebrate the occasion, Max Rogel, who 
recently became sole owner of the store 
instead of co-partner, staged a three- 
day sale and gave to each customer of 
$3.95 or more a dollar handbag, a dollar 
pair of hose, or a dollar pair of gloves. 
As might be expected business was 
brisk and congratulations poured in. 

“A credit department has been added 
recently to the store’s services and five 
employees have been taken on to bring 
the total number of employees to 12,” 
Mr. Rogel said. 

New employees are Norma Ekern, 
formerly of Wallace, Idaho, who will 
manage the credit department; Roy 
Gorman, from St. Paul; W. G. McMann, 
who comes from Seattle; Robert Sulli- 
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van, who was formerly with Alexander’s 
specialty shop in Spokane; and Kay 
Rogel, who will be buyer for the down- 
stairs outdoor shop in connection with 
the shoe store. 


September Sales Up in West 


DAVENPORT, IA. — Fall business has 
opened at a brisk pace, sales for the 
first part of September running from 
10 to 15 per cent ahead of last year, a 
survey of shoe merchants here shows, 
and this in the face of warm weather 
as the month opened. 

Retailers here, moreover, look for- 
ward to a continuation of acceleration 
of this pace, pointing to a general im- 
provement in business hinging impor- 
tantly on the defense program. Employ- 
ment at the Rock Island arsenal has 
passed the 6500 mark, more than dou- 
ble a year ago and scores of skilled 
workers are being added weekly. This 
bulks large in the Tri-city community 
of about 140,000 persons. 

Besides the increased number of cus- 
tomers, shoe men report a demand for 
better grade merchandise which helps 
swell the revenue. 

Black is the leading color, but browns 
are in great demand, far beyond early 
expectations and fear is being expressed 
that needs will exceed the supply. One 
merchant, who said the ratio is two of 
brown to three of black, far beyond 
normal proportions, looks for a nearly 
even demand when the fur coat season 
arrives. 

Pumps and other high riding styles 
are leading. Suede is top in materials, 
but a sale of reptiles is expected later. 


Low-Heel Shop Is Popular 


SoutH BEND, IND.—A popular sales 
response has been gained by the Low- 
Heel Shop at the Paul O. Kuehn shoe 
store, 120 South Michigan St., with 
$4.95 as a favorite price. Black suede 
pumps and all-over tan or brown calf 
oxfords are among the department’s 
favorites. 





